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“The Daily Paper’ . 


“ There is no kind of an advertisement that 
is not well placed when it appears in a well 
chosen daily."— GEO. P, ROWELL. 


CHOOSE THE 


Philadelphia 
Record— 


AND YOU HAVE CHOSEN WELL, 
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Two Ideas and == 


THE FACT _ tht over a million and a 


quarter homes have de- 
clared their preference for 
a comparatively new pub- 
lication, very naturally sug- 
gests that this phenomenal 
popularity rests upon some 
successful secret. 








THE SECRET is this : Comfort is unlike 


any other paper. Its orig- 
inal exclusive copyrighted 
matter appeals to the heads 
and hearts of THE PEOPLE 
and carries pleasure and 
profit to six million read- 
ers. 








THE RESULT © is: “if you put it in Com. 


fort it pays.” 








Space can be secured at all of the leading agencies. 


W. H. GANNETT, Publisher, AUGUSTA, ME. 
INCORPORATED. 
BOSTON, NEW YORK, CHICAGO, 


John Hancock Building. 33 Tribune Building. Marquette Building. 
Freo H. Owen. Lewis A, Leonarp. Frank H. Tuomas. 
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PICTURES FROM LIFE, 


The consensus of opinion among ad- 
rtising men is to the effect that the 
ustrated advertisements of the Rip- 
ns Tabules are the most interesting 
ind original of any series now running 
the daily press. Merchants, brokers, 
bankers, professional men, admit that 
ey see these pictorial short stories in 

e daily papers, and read them just 
to note how the thing comes out. 
Since the picture style of advertising 
was adopted the business of the Rip- 
ans Chemical Co, has increased very 
largely. Many persons suppose these 
short notices of events in every-day 
life are the outgrowth of the fertile 
imaginationof an advertisement writer, 
but nothing could be farther from the 
fact. The pictures illustrate actual 
cases. The originals of each separate 
experience are people actually living at 
the present time, and whose addresses 
are known. A system is pursued for 
obtaining, sorting and sifting the mul- 
titude of testimonials that are daily 
written concerning the excellence and 
effectiveness of the remedy. The ad- 
vertising of the company at the present 
time is confined to exploiting a low- 
priced packet which is asserted to be 
intended for the poor and economical, 
the purchaser receiving a carton con- 
taining ten Tabules for the—for a 
medicine—unprecedentedly low price 
of five cents. Twelve of these little 
packets, bunched intoa larger one, are 
sold for 40 cents or sent by mail, post- 
age paid, for 48 cents. It isa surprising 
fact that the sales of the packets con- 
taining a dozen are greater in number 
than those of a single five-cent carton. 
In every one of the packets containing 
a dozen cartons is a little book in 
which is told the story of the origin of 
the Tabules, together with comments 
made by a large number of physicians 
to whom the formula had been exhib- 
ited, and on the last page there is a 
picture of a pretty little mantel clock, 


No. 3. 


intended to be used for advertising 
purposes, and below the picture is the 
following announcement : 

The advertisements of the Ripans Tabules 
are made up mainly from real cases reported 
by purchasers. No two persons have exactly 
the same experiences to relate, and patients 
who are benefited can confer a favor by writ- 
ing out the peculiarities of their experiences 
in as much detail as possible, a di 
the same to the Ripans Chemical Company, 
No. ro Spruce street, New York. Each testi- 
monial or statement should be signed so as 
to make verification eee but the name of 
the patient need not be used in an advertise- 
ment if there is any objection to such use. 
To encourage the sending of testimonials, it 
has been a practice of the company to present 
a pretty mantel clock (sent free, carriage 
paid) to such persons as report a case with 
sufficient detai T (giving age, name, occupa- 
tion and other particulars), provided the com- 
munication bears evident marks of good faith 
and gives names and dates so as to be sus- 
ceptible of verification. — 

The company receives numerous tes- 
timonials, many of which fail to be 
expressed with sufficient detail, or to 
give as many particulars as are neces- 
sary to make the communication some- 
thing more than a copy of some other 
person’s experiences. Some testimo- 
niils are, without doubt, ‘‘ made out 
of whole cloth,’’ as the expressson is, 
and sometimes one comes from a per- 
son who has taken the Ripans Tabules 
no more than once or twice and has 
not been benefited yet, although ex- 
pecting to be. Sometimes, too, a tes- 
timonial is sent that has been prepared 
more in joke than in earnest. Such 
are, of course, worse than useless. It 
probably comes about now and then 
that some person who may have writ- 
ten in entire good faith fails to receive 
the clock, having failed to write with 
sufficient particularity ; and for the in- 
struction of such certain memoranda 
and instructions have been prepared. 
The person who has been benefited 
and has shown a willingness to give 
testimony is told that he or she should 
tell name, age, sex and occupation, 
place of residence, and for what ail- 
ment the Tabules were taken. As many 
particulars as possible descriptive of 
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the trouble, should be set forth, and 
particularly of how long standing. 
The feelings experienced should be de- 
scribed rather than the mere naming 
of the disease, although thcre is no ob- 
jection to telling thatalso. Sometimes 
symptoms, when told with great par- 
ticularity, indicate a disease quite dif- 
ferent from that the patient is supposed 
to be afflicted with. The patient is re- 
minded that the testimonial should not 
fail to tell how the Tabules were first 
brought to his or her attention, and if 
they were found too marked in their 
action at first, the testimonial should 
tell in what way ; and if at first they 
appeared to fail of producing a bene- 
ficial result, that, too, should be told, 
and how soon a change was noted. 
When there is any objection to the use, 
for advertising purposes, of the name 
mentioned in the testimonial, that ob- 
jection should be plainly stated. The 
testimonial need not necessarily be from 
the person sending it. Sometimes a 


drug clerk, a doctor or a friend of the 
patient tells the story, possibly without 
the knowledge of the patient, but the 
name and address are always required, 
so that a verification of facts may be 
possible if desirable. A testimonial to 


be valuable must be genuine. Make- 
believes are not only useless but harm- 
ful. Truth is the substantial basis of 
every valuable testimonial. It is im- 
pressed upon patients that it is not nec- 
essary that the communication should 
be handsomely written or expressed in 
faultless grammar. Errors in spelling 
or the omission of punctuation points 
do no harm_ All that is required is 
that what is said be so written that it 
can be read, and the story told with 
sufficient attention to detail and with 
absolute fidelity to truth. The more 
detail the better ; the more earnestness 
in its truthful expression. the better. 
Sometimes a testimonial that as first 
received appeared to be destitute of 
value becomes specially effective when 
the patient has added one or two par- 
ticulars not at first thought of. 
Testimonials are generally received 
in connection with an order for Tab- 
ules. When the order has been filled, 
the testimonial is handed over to a 
person who has become experienced in 
dealing with them, and it is gone over 
with pen or pencil with a view of cor- 
recting the grammar in some cases if 
need be, paying attention to the proper 
use of capital letters, eliminating repe- 
titions or superfluous sentences, care 


always being taken not to deprive the 
testimonial of expressions that indicate 
earnestness or individuality. The post- 
office address and the date are always 
retained and so also the name, unless 
the writer has expressed.a wish that it 
be not given to the public. Whenthe 
testimonial has been revised as here 
indicated, it is handed over to a type- 
writer, who makes a clean copy, which 
afterwards passes under the eye of the 
advertising managers of the Ripans 
Chemical Company, who again make 
any slight changes that seem to be 
needed to give expression to what was 
actually in the mind of the writer, and 
at this time the phrase or word is se- 
lected that will be used as a heading 
for the testimonial when it appears in 
the newspapers. The original is then 
filed away for future reference should 
occasion arise. After all this has been 
done the revised testimonial is handed 
to the printer, who sets it intype. At 
the present time it is the custom to al- 
low the testimonials to accumulate in 
the printing office until there are a suf- 
ficient number of new ones on hand to 
make thirty-two solid pages of a pam- 
plilet of about the usual size. When 
this number has accumuiated, which 
at the present time requires about four 
weeks, it is the practice of the company 
to cause the accumulation to be pub- 
lished as a two-page advertisement in 
some daily newspaper of large circula- 
tion. The Record, of Philadelphia, 
and the New York Sunday Journal are 
the two papers most frequently made 
use of for this purpose, on account of 
their extraordinary value as adver- 
tising mediums. After the testimoni- 
als have appeared in a daily paper, the 
pages containing them are passed over 
to an experienced person, competent 
to consider their comparative value, 
who reads each one carefully, decid- 
ing which is commonplace, which good 
and which of superior excellence. He 
then suggests by pencil memoranda 
what would be an appropriate draw- 
ing to illustrate the selected cases, 
considering always the age, sex, occu- 
pation and other circumstances apper- 
taining to the patient. 

The testimonials selected for illus- 
tration are generally about one in six 
of those received. When the subject 


Nore. On the following page is a reduced 
fac-simile of a two-page advertisement in the 
New York Sunday Journal made up of about 
twelve dozen separate testimonials to the ex- 
cellence of Ripans Tabules as a medicine. 
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of the illustration has been decided 
upon, the testimonials, together with 
the specifications for the drawing, are 
handed over to an expert advertise- 
ment writer, who has authority to elim- 
inate the name of the patient and the 
date of writing, and to make other 
slight changes that will improve or 
smooth the story without materially in- 
terfering with the facts. The adver- 
tisement writer may also venture to 
change some of the suggestions for il- 
lustration if he deems them faulty. 
For preparing testimonials in this way, 
the advertisement writer finds a charge 
of one dollar each a fairly sufficient re- 
muneration and the prepared adver- 
tisements submitted by him are again 
looked over by an officer of the com- 
pany,and if approved are sent to an 
artist, who thereupon prepares a draw- 
ing for the illustration of each par- 
ticular case and submits it for ap- 
proval. When the drawing has been 
accepted it is sent to a photo-en- 
graver, who makes an electrotyped re- 
production of the size desired, and 
this in turn is handed over to the 
printer, who thereupon sets in type 
the letterpress portion prepared from 
the original testimonial, and submits a 
proof showing picture and testimonial 
combined. When this has been ap- 
proved an electrotype of the whole is 
prepared, and this may be duplicated 
to as great an extent as required. A 
considerable number of artists are ap- 
plied to, it being found that one deals 
with a certain class of subjects better 
than another. A lady has been found 
particularly effective in the treatment 
of railway scenes; another lady is for- 
tunate where something like sentiment 
is needed to be portrayed. One man 
deals with scenes among the fashion- 
able and wealthy, and another has 
shown ability in handling farm scenes 
and life among working people. 

It has been found that from the mo- 
ment of the reception of the testimonial 
to the time that the revised and ap- 
proved advertisement is available in 
the form of an electrotype for insertion 
in a newspaper, the cost for preparing 
each separate advertisement has been 
about $20. Some cost more and some 
less, but taking one with another the 
sum named isa fair average, conse- 
quently a hundred such advertisements 
cost the very respectable sum of $2,000. 
When it is remembered, however, that 
the single insertion of a 6-inch double 
column advertisement in a paper like 


the Philadelphia Record or the New 
York Sunday Journal costs more than 
twice that sum, it will be apparent 
that money expended in preparing 
good advertisements is well expended, 
because space occupied by a good ad- 
vertisement costs not a penny more 
than the space occupied by a poor one, 
which will produce much smaller re- 
sults, 

When the plan now in use was 
adopted by the Ripans Chemical Co. it 
was the ambition to secure a sufficient 
number of electrotyped testimonials to 
permit using a new one every day for 
all the three hundred and sixty-five in 
a year. That result has been long ac- 
complished, but the company still finds 
it advisable to pursue the preparation 
of new and effective advertisements be- 
cause an important advantage is found 
in having a Jarge collection of illustra- 
tive subjects to draw upon for papers 
of many varying shades of character. 
An advertisement suitable for one pub- 
lication oftentimes appears quite un- 
suited to another. For instance, in a 
paper devoted to field sports, like For- 
est and Stream, advertisements that ap- 
peal to sportsmen are appropriate. In 
a fashion paper advertisements exhibit- 
ing fashionably-dressed women seem 
particularly suitable. In a paper read 
by yachtsmen, such as have a bearing 
upon sea life are what would be de- 
sired. A series of advertisements in- 
tended for the Christian Advocate 
would be rather different from another 
intended for papers like the Police Ga- 
sette, In papers like the Youth's Com- 
panion, read by young people, adver- 
tisements would be appropyiate that 
would be less soin papers like the New 
York Observer, read by older people. 

The electrotypes are prepared to fit 
a moveable base and are pieces of 
metal perhaps a sixteenth of an inch in 
thickness, but being of considerable 
size and consisting of type metal they 
weigh about a pound and a half each, 
and as a consequence an assortment of 
three hundred and sixty-five, intended 
for a paper like the Portland Oregonian 
or the Los Angeles 7imes, not only 
involves a considerable cost for the 
electrotypes, but a considerable freight 
bill as well. To obviate this expense 
as far as may be, it is found possible 
to supply the papers with molds or 
matrices composed of wet tissue paper 
pressed down and dried upon the orig- 
inal pattern electrotype. ‘hese are less 
expensive, less buiky and lighter, but 
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not quite so satisfactory to publishers, 
ind are only available in offices where 
. stereotyping outfit is in use. 

It has been explained that the cost of 
in electrotype is only about 15 cents, 
et three hundred and sixty-five elec- 
rotypes at 15 cents each is quite an 
tem, as the company recently found. 
\fter having entered intoa contract for 
he insertion of their electrotypes in 

e list of thirty-one Select Ohio Dai- 
es, they were somewhat aghast to find 
1at the mere cost of the electrotypes, 
‘he boxing and the freight amounted to 
more than a thousand dollars. It has 
lready been shown that the cost of 
reparing the three hundred and sixty- 
ve separate advertisements had been 

ore than $7,000. All this goes to 

»w to the amateur advertiser that the 

isiness of advertising is not conduct- 

| without expense. 


bt tet | ee 
DEPARTMENT STORES 


The agitation against department 
stores, which centers in Chicago, has 
entered upon a new phase. The small 
‘single-line’’ stores, leagued together 
to fight their great competitors through 
legislation, are utilizing their organ- 
ization ina new way. They are pre- 
paring to make collective purchases, 
and believe that their numbers will en- 
able them to buy cheaper than the 
department stores. But this is not all. 
They are making especial preparations 
to buy stock at bankrupt sales, etc., 
and establish bargain counters to beat 
anything the department stores ever 
contemplated or even advertised. This 
is certainly seizing the enemy’s guns 
and powdér to carry on the war. If 
the small dealers form themselves into 
a compact organization or trust there is 
no doubt that they can buy on a larger 
scale than the department stores, but 
that they can destroy the department 
stores by means of bargain counters 
will not be believed, except by those 
who think that the devil has at some 
time been destroyed by those who have 
fought him with fire. To a large part 
of the community the bargain counter 
is the very life of the department store. 
The convenience of doing all your 
shopping under a single roof is as noth- 
ing to the joy of occasionally buying 
something you don’t want for half of 
its apparent cost. The bargain having 
once got the customers into the stores, 
it is easy enough to make money out of 
them on other things. There is no 
patent upon this idea, but the small 


stores will have difficulty in success- 
fully adopting it. The expense of ad- 
vertising a large number of stores where 
the bargains are to be had is only the 
first of the difficulties. When the ad- 
vertising is done, the fact that such 
bargains are to be had at a large num- 
ber of stores, takes away from the bar- 
gain lover sense of tLe rarity of the 
opportunity presented, and even if he 
—or rather she—is stirred to hunt up 
the bargain, the fact that it is in a small 
store in her own neighborhood will 
keep her from buying a lot of other 
things to avoid paying car fares another 
time. No, we do not expect to see the 
depa: tment stores downed in this way. 
These stores have sold bargains until 
bankrupt stocks and lines of goods 
which factories are closing out do not 
begin to supply their counters. They 
have virtually created great bargain- 
making industries. Last winter before 
the tariff committee a German Jew from 
New York publicly demanded protec- 
tion for the American industry of mak- 
ing Oriental rugs. When some one 
suggested that these goods were sup- 
posed to be made in the Orient, the 
manufacturer disclaimed the thought 
of protection against the Orientals. 
What they wanted, he said, was to shut 
out the ‘‘ sheap goods from Shermany.” 
Here there is an industry of interna- 
tional dimensions built up for the ex- 
press purposes of the bargain counters, 
and the stores which have been the 
pioneers in this great field of modern 
industry are not likely to be driven out 
by later comers. In fact, though our 
sympathies are with the small stores in 
this struggle, we must confess that 
their great competitors are not likely 
to be dislodged.—Current Literature. 


a 
A NEW IDEA IN ADVERTISING. 
The bureau of American republics, whose 
reports are published at the expense of 
our government, proposes to make a little 
money by including a directory of merchants. 
the subscribers to which are to be op 
$5 each. This has led to the suggestion that 
advertising supplements might added to 
the reports of other departments, which 
wound secure a liberal circulation, as these 
reports are distributed gratis ; and if the ad- 
vertising receipts were paid into the treasury 
they would make a liberal contribution for 
the expenses of the government. A govern- 
ment report with illustrated advertisements 
like those in the monthly magazines would 
be very popular, and after the recipients had 
thoroughly studied ads they might occasion- 
ally glance at the reports themselves and 
acquire some more or less useless informa- 
tion.—New Bedford (Mass.) Standard. 


Tue contractor's ad should make a strong 
bid for favor. 
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AEROPLANES. 


WHAT THEY ARE, HOW THEY ARE 
USED AND WHAT THEY COST. 


} h 


Since have known, we 
have put them into practical use. Our rep- 
resentatives fly them now in every town to 
which they come.—Wm. A. Hockemeyer, 
Tarrant & Co., in Printers’ Ink of /an. 6. 





Aeroplanes, or, as they are better 
known, ‘‘ box-kites,” are kites con- 
structed on a framework of strips of 
wood in the form of a parallelogram. 
At either end a band of muslin is run 
around the framework for the purpose 
of giving it ballast and steadiness. 





These kites are used by quite a num- 
ber of advertisers. The advertise- 
ments are displayed in this wise : Two 
or three aeroplanes, according to the 
strength of the wind, are sent up into 
the air singly. The first of these is 
sent up in the ordinary manner. The 
second and third are flown separately 
first, and then, when they have risen 
sufficiently into the air, attached to 
the first by being tied to the main line 
in such a way that they can not slip. 
Then, when the three kites have risen 
sufficiently into the air to sustain the 
weight, the advertisement, in the form 
of a banner, is attached to the main 
line. These contrivances are manu- 
factured only by E. I. Horsman & Son, 
512 Broadway, New York. They are 
made in sizes ranging from three feet 
up, even to as much as ten or twelve. 
The prices range from a dollar up, 
according to size, but when bought in 
large quantities the cost is greatly 
diminished. The picture herewith 
shows how they appear in use. 


IN ENGLAND. 
Nothing is sacred from the advertiser in 
these days. But, hitherto, he has not in- 


vaded our public schools. He proposes, how- 
ever, to bridge over this FP. in his record by 


offering to supply school books, interlarded 
with advertisements, free. We understand 
that the teachers of a number of schools have 
received an offer of this kind, Arithmetic 
books, atlases, and diagrams for the schoo! 
walls will be provided, all of them, of course, 
being sprinkled over with advertisements 
It is an excellent idea—for the advertiser ; 
but we trust that the education department 
has the power to prohibit it peremptorily. 
The youngsters will make the acquaintance 
of a weary.world paved and roofed and 
walled round with advertisements quite early 
enough without beginning in school.— West- 
minster Gazette. 
—_—__—_+or—__—__ 
FINANCIAL RECREATION. 
“ I thoroughly enjoy looking at the 
tising pages after the holidays are over. 
“ Any special reason ?” 
“Yes; here and there I see semething my 


ver- 
’ 


wife didn’t buy.”’—Chicago Record. 








J. P, KENEA, 


next issue oi AMERIC 


e 
their ci 
believe, ifany one 


tion, and make 
ful attention, and therefore we do it. 


receipt of the within statement, postage for 
reply being sent herewith, we are, 
Yours truly, 





THE CLARINDA JOURNAL. 
Actual average circulation each week for the year 1896 was 2,030. 
Publishers of American Newspaper Directory : 


CLA 

GENTLEMEN—Inclosed we send you the detailed statement of tbe circulati 
JouRNAL for the year 1897, for the purpose of securing an accurate and exact rating in the 
f THE AN NEWSPAPER DIRECTORY. 
We notice that some publishers claim that you have not treated them fairly in quoting 
reulation, but from our experience with you we are compelled to say t we 

n to bh casex, it has been neglectful publishers of 
periodicals and not the publishers of THE AMERICAN NEWSPAPER DIRECTORY. 
Of course it oo ages time and work to keep a correct record ofa povepatees circula- 
out a detailed statement, but we believe it pays us to give the 


blame in‘ suc 


ED. C. LANE. 


RINDA, Low, January 4, 1898. 
on of THE 


matter care 


Thanking you for your justice to THE JOURNAL, and requesting you to acknowledge 


ant, 
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BUSINESSES INADEQUATELY AD- 
VERTISED. 
NO. 2.—INDUSTRIAL INSURANCE. 


You will notice how sedulously the 
solicitors of cheap life insurance com- 
panies will point out to you the duties 
f the heads of families with regard to 
providing for their wives and children 
in case of death, 


ipon the fearful results of neglecting 
nsurance until they become positive 
ores. 


heir particular company, but they very 


ften fail to convince because of their 
mportunity, their opposition to all 


IF YOUR WIFE 
DIED---or your child, 


wouldn't you have to bor- 
row money for the funeral ? 
It's shameful to have to do | 





it! Unnecessary, too, when 


you can insure either or 
both of them for 5 or 10 
cents a week in 


THE EASTERN INDUSTRIAL 
INSURANCE CO. 





AD NO. I. 


other companies but their own, and 
their evident inability to see when 
they cease to interest a listener and 
ommence to weary him. 

Granted that life insurance is a good 
ind necessary thing, more so indeed 
for the poor than for the rich, it may 

e reasonably doubted whether per- 
sonal solicitation alone is the best way 
to attract policy holders. Neverthe- 
less, the industrial insurance compa- 


nies, as aclass, send out a: large army 


of loquacious men whose special mis- 
sion seems to be to talk people to 
death, These men make a house to 
house canvass in certain allotted dis- 
tricts, and the moment they obtain ac- 
cess to a dwelling they begin to talk 
as if they were wound up for the occa- 


Failure to make | 
uch provision is to them nothing short | 
»f a heinous crime, and they wiil dilate | 


They are glib of figures, per- | 
sistent in their pleas, enthusiastic about | 


sion, and it is generally all the house- 
holder can do to get a word in edge- 
wise. They never seem to consider 
whether their visit is opportune or the 


A Nickel or Dime 


every week is scarcely missed by 
| the poorest person. Yet the latter 
will insure your life so that your 
family can give you decent burial 
and have something left to sub- 
sist on. : 

That’s better than Potter’s Field 
and a destitute family left behind. 
Think it over and insure in 


THE EASTERN INDUSTRIAL 
INSURANCE CO. 


It does not matter whether 











reverse, 


| the family is at meals or engaged in 


some occupation that requires concen- 
trated attention. In they break un- 


| asked and undesired—like a bull in a 


china shop—and in many cases their 
very precipitancy loses them customers. 

One reason for their losing a prob- 
able policy holder—apart from their 
brusquerie and inappropriate visit—is 
that the householder has been totally 
unprepared for the call,.and has to 
submit to a lot of details and descrip- 
tions, to hear which he has neither 
the time nor inclination. This igno- 
rance on the part of the husband or 





A GLASS OF BEER | 


and a poor man’s cigar 
Take 


one a week less than you 


each cost a nickel. 


usually consume and ap- 


ply the nickel to insuring 





your life in the 


EASTERN INDUSTRIAL 
INSURANCE CO. 





AD NO. 3. 


wife could be easily obviated if the 
particular company were to advertise 
its merits in the newspapers. Now, if 
it be the duty of every man to insure 
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himself and the members of his fam- 
ily, it is no less the duty of an enter- 
prising and reliable insurance company 
to instil that fact into possible policy 
holders in the most straightforward, 
terse and dignified way, viz., by ad- 
vertising. A man can please himself 
whether he reads an advertisement or 
not—if you make it attractive enough 
he wed? read it, when in the proper 
humor—but if you take chances on 
suddenly entering his house and ‘‘but- 
ton holing”’ him in order to talk insu- 
rance, you run a great risk of being 
regarded as obtrusively offensive, even 
if you are not ordered off the premises. 

If the merits and offers of a particu- 
lar company, however, have been 
steadily and attractively advertised, 
the chances are- that all householders 
are familiar with its claims, and 
in that case the way is partially 
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for our manufactures is 
not as necessary as the 
protection of your family 
in case of your death—or 
of you in case any mem- 
ber of it should die. 

It only costs 5 cents a 
week to insure a person 
in the 
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smoothed for the solicitor, and he is 
apt to be received on his visit more 
like an old acquaintance than as a total 
stranger. If all of us should insure, 
we should all know about insurance, 
and the best and quickest way to edu- 
cate us and make us wan? further de- 
tails is through the medium of the 
press. Would it paya dry goods mer- 
chant, a clothier or a shoemaker to 
trust entirely to a house to house solic- 
itation for custom? How much busi- 
ness would they get ? 

There can not be any mistake in 
newspaper advertising, because news- 
papers are largely read by the indus- 
trial classes, and, inasmuch as every- 
body should be insured, every reader 
would be a possible purchaser of insu- 
rance. But the ads should be written 
in such a way as to attract working 
people—the arguments in favor of life 
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insurance should be made particularly 
to, and for, them, in a manner both 
interesting and convincing and suffi- 
ciently well displayed to attract the eye. 

Scattered throughout this article are 
a few examples of how industrial in- 
surance might be profitably advertised 
in a space of two or two and a half 
inches single column. 

Ad No. 1 is not put forth as a 
‘thappy thought,” far from it, but it 
forcibly hints at a contingency that 
happens every day in big cities, and is 
therefore likely to set a man thinking 
about the desirability, if not necessity, 
of having his family insured. 

Joun C. GRAHAM. 


**KING OF ADVERTISERS.” 

Mr. and Mrs. Willis Sharpe Kilmer, of 
Riverside Drive, are entertaining Mrs. Kil- 
mer’s parents, Mr. and Mrs. A. Frank Rich- 
ardson of New York. Mr. Richardson is 
known as the “ King of Advertisers ”’ amon; 
the newspaper fraternity. He is as we 
known in Chicago or London, in both of 
which cities he has branch offices, as at his 
home in New York, where his offices are the 
most palatial in the metropolis. As Mr. 
Richardson is one of the Democratic leaders 
in Greater New York, his friends are urging 
him to accept the nomination to Congress 
which he declined on aformer occasion: His 
brother, Colonel Richardson is a member of 
the National Democratic Committee. Poli- 
tics has its charms, but they are scarcely 
strong enough to allure the “‘ King of Adver- 
tisers ’ from the work to which he has de- 
voted many years and of whose results he is 
justly proud. His appearance indicates pros- 
perity, and his ruddy countenance and bright 
eyes proclaim the man who knows how to 
get the most ovt of a successful and agree- 
able existence.—Binghamton(N. Y.) Leader, 
Dec. 27, 1897. 


AMERICANS are the best and most success- 


ful advertisers in the world. They spend 
more money for advertising than any other 
nation, and they make more money out of it. 
—Chicago Apparel Gazette. 
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Unt 1882, when it was prohibited by law, 
advertisers were wont to put advertisements 
around the stamps on the stamped envelo 
sold by the Government. The reproduction 
herewith shows how the space was utilized. 
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There were 


15 1,038 subscriptions to 


THE LADIES’ HOME JOURNAL 
received last month, December, 
1897, an increase of 25,614 
subscriptions over the same 
month a year ago. 
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There were 307,102 copies 
sold in December, 1897, 
through the news trade, an 
increase of 42,212 over the 
same month a year ago. 





725,415 was the total 


circulation for December. 


The Curtis Publishing Company 
Philadelphia 
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ABOUT CIRCULARS. 
By Marco Morrow. 

Circulars are valuable, but the news- 
paper ad is of more value. And the 
reasons for the greater value are these : 

I asked a newspaper publisher the 
other day why he uses PRINTERS’ INK 
to advertise his paper. His answer 
was short and conclusive : 

‘* Because it pays.” 

** But why does it pay ?” 

‘* Bécause it reaches the people I 
want toreach. Because the general 
advertisers of the country—men whose 
business I’m after—read PRINTERS’ 
INK—how is it ?—‘ from the first P to 
the last period.’” 

** Ves, I know,” I said, ‘‘ but couldn’t 
you send those people a circular once 
a week at a less expense than the cost 
of a full page in PRINTERS’ INK?” 

** No, not at a less cost ; moreover, 
as PRINTERS INK has pointed out sev- 
eral times, you reach by circulars only 
old or present advertisers ; "you are not 
influencing prospective advertisers. 
But there is a much better reason than 
that for agen, PRINTERS’ INK 
regularly to a steady series of circu- 
lars, and that is this: 

** Through PRINTERS’ INK you strike 
your man at the right time. When 
PRINTERS’ INK comes in in his mail, 
Mr. Advertiser lays it aside until he 
has a leisure half hour. Then, when 
he takes itup he begins to think about 
advertising ; he absorbs enthusiasm on 
every page, his mind is full of adver- 
tising schemes, and when he reaches 
your ad he is in a proper condition to 
listen to your little talk. The ground 
is prepared for the seed you sow; you 
find a fertile field at hand. But, on the 
other hand, your circular reaches him 
in the same mail with, say, a big order 
that excludes all thought of everything 
else ; or at the same time as a big kick 
from a customer that puts him in a bad 
humor with all the world. If he looks 
at your circular he doesn’t remember 
what it’s about. There’s a time for all 
things. I wouldn’t try to talk busi- 
ness to a man at a funeral at which he 
was chief mourner. A circular is apt 
to do that very thing. But the Little 
Schoolmaster reaches the man at ex- 
actly the right time. It’s a regular 
Johnny-on-the-spot. 

**And there’s another reason why 
PRINTERS’ INK is preferable to circu- 
lars. When a man has placed his ads 
for the year, when his appropriation is 
exhausted, when it’s his ‘ off-season,’ 
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it’s irritating to have a paper keep 
hammering away at him. He gets 
tired of it. It is like a too importunate 
salesman. I know of circulars and 
letters of solicitation that have done 
papers great harm. But no man can 
take offense at an ad in a newspaper 
because it is persistent. While the 
newspaper ad is none the less _per- 
sonal in its appeal, it doesn’t seem to 
be persecuting him with persistency. 

** An occasional circular is all right, 
as an adjunct to your regular ad, but 
it’s a thing very easily overdone.” 


A ee 
SORELY PUZZLED. 

‘Oh, dear !”’ sighed the girl who is trying 
to be literary. “I wish I were more pro- 
found.” 

“ Yes?” asked the other girl. 

“Here is a line in Browning, and I don’t 
know whether it is a typographical error, or 
something deeply occult.’’—/ndianapolis 
Sournal. 
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A HOUSE ON 
OUR HANDS. 


We have houses op our bands which 
we would like to transfer to your hands. 

fehave been doing Idts of this trans- 
ferring lately. This money controversy 
is awakening peuple to the that its 
only solid furim is teal estate, and it’s 
great advertising Yor us. ‘e have 
something weich we think will just about 
suit you, and it wi)i only take aw few min- 
utes to tell sou abort it. 


HAWKINS & 
ROELOFSON 


2 West Third 


Street, 


“MARYUILLE, MISSOURI 
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NEW ENGLAND. 


The Region of densest population : greatest wealth : 
best newspapers: largest issues: lowest 
advertising rates. 








Lyn ; Item 
v 


y 
Bangor, Me......Commercial New Bedford. ....Standard 


Commercial, weekly 
a 
. Express 
Argus 
Press 
Transcript 
Manchester, N. H. Union 
Burlington, Vt....Free Press 
Boston, Mass ....Transcript 
Globe 
Herald 
Lowell, Mass ....News 


Lewiston .. 
Portland....... 





..-News 

Springfield Republican 
Worcester 

Telegram 
Pawtucket, R I...Times 
Providence - Bulletin 

Telegram 
Bridgeport, Conn. Post 
Hartford 


New Haven 
Register 


Sun 


~ 


The man who will use no more than $25,000 a year for advertising in 
New England, can spend his money to better advantage by confining his invest- 
ment to the newspapers enumerated above, putting a bold announcement in 
each for almost every day. An investment of $25,000 a year will not givea very 

ig advertisement every day in all of these papers, but it will secure quite a 
espectable showing. There is no doubt about it that if the advertiser who 
vould spend $25,000 in this list of papers should restrict his investment still 
further and expend $12,500 with the Boston Gioée, the result would be larger 
than could possibly result from the other $12,500 divided among the other 
papers. The charges of the Boston Hera/d as compared with those of the 
Globe are higher, and the value is less. Even the Géoée is unreasonable in its 
rates for cuts and display advertising, but after all the G/ode, is the best and the 
cheapest advertising medium in New England, and is excelled in this respect 
by but few papers in the United States. 





This is not a paid advertisement, but represents the opinion of the editor of PRINTERS’ INK. 
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DEPARTMENT 


Readers of PRINTERS’ INK may 
es or 
ticism. 
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‘By Charles Austin Bates. 


ae to this department advertisements, booklets, cata- 
Jans for advertisi many as nest, earnest 
Where is no charge for i” PRINTERS’ 


OF CRITICISM. 


ible will receive full, hoi 
“ pays the freight.” 








“ MintnG AND Scientiric Press.” 
The Oldest Mining Paper on 
the American Continent. 
_J. F. Hatroran, Gen. Mgr. 
San Francisco, Dec. 13, 1897. 
Mr. Charles Austin Bates, New York City: 

I know of oy one paps in the United 
States that makes any effort to steer 
people away from ons t = —-ands pad That 
paper is the Ladies’ Home Journal. 

Dear Sir—Referring to the above, clipped 
from the issue of Printers’ Inx of the 8th 
ult., received in this office this a. m., permit 
me to add to that meager list the name of the 
Mining and apap oo Press. It is not an 
uncommon thing to decline a quarter page or 
half page advertisement “‘ for one insertion,” 
with the suggestion that it would be simply 
money thrown away, as continuous advertis- 
ing would alone be profitable—a doctrine 

which tnis paper has persistently preached 

; fo. Very 
ALLORAN, 


and practiced tor iety-<iete 
truly yours, 
se? 
Brivceport, Conn., Jan. 7, 1898. 
Chas. Austin Bates, Department of Criti- 
cism, Printers’ Ink: 

Dear Sir—Am greatly interested in your 
department and find it a good place to study 

“ what not to do.” 

i find starting a business of any sort 
needs a certain amount of legitimate adver- 
tising. The question arises: How far can 
a professional man advertise and be profes- 
sional ? 

I submit to you a sample of the work I am 
putting out. The reading matter tells the 
public that lamhere. The 7elegram Candle 
came out in first issue after guessing closed. 
There were over 10,000 guesses. You know 
what that means. The other speaks for it- 
self. My idea is to constantly, in one way or 
another, bring my name before Sr. 

Suggestions and criticisms will grate- 
fully received through the Little School- 
master. Yours truly, 

. C. Horcuxiss, 29 P. O. Arcade. 

Dr. Hotchkiss is wrong. 

In starting a business of any sort a 
very uncertain amount of legitimate ad- 
vertising is required. 

The man woo starts a new business 
with a cast iron rule as to what his ad- 
vertising appropriation is going to be 
is unnecessarily handicapped. He 
should not start the business unless 
he has the courage of his convictions. 
He should not start unless he is sure 
there is a field for the business, that it 
is needed in the community in which 
it is located, and that he knows enough 
about it to run it properly. 

When he is sureof these things, he 
should make up his mind to use what- 
ever advertising is necessary to let the 


people know what he is doing and 
where he is doing it. 

I am really not quite sure that I 
know what is meant by ‘“‘ legitimate 
advertising.” I don’t know what fault 
advertising must possess to become il- 
legitimate. It seems to me that any 
honest method of getting before the 
public the news of a business is per- 
fectly legitimate. 

Mr. Hotchkiss wants to know how 
far a professional man can advertise, 
and be professional. 

I give it up. 

Some of them seem tobe pretty suc- 
cessful at it. They manage to get 
their names in the papers, with their 
business stated, very frequently. 

From everything I have been able to 
observe about professional ethics, lam 
ready to believe that whenever an ad- 
vertisement is honestly paid for it is 
unprofessional ; and when a newspaper 
is successfully buncoed into a free read- 
ing notice advertisement, the recipient 
of the notice is strictly professional, 
and is, therefore, entitled to the com- 
mendation of all his brethren. 

If I were a dentist I should adver- 
tise. 

I might not be professional, but I 
would make money. 

A great many dentists advertise. I 
think, perhaps, more of them advertise 
than do not. 

Most of them advertise poorly, but 
that is neither here nor there. 

When a dentist advertises he need 
not necessarily announce that he ex- 
tracts teeth for fifty cents and makes a 
full set of artificial teeth for $4. He 
can advertise in a high-class way, just 
as he could if he were in any other 
business. 

I know one dentist in New York 
who contrives to advertise pretty ex- 
tensively and who still lives up to the 
letter of the code of ethics. He makes 
numerous out of town trips for pleas- 
ure and business, and of course it is 
necessary to announce the fact. This 
he does before he starts by sending out 
a nicely engraved card to all of his pa- 
tients, and probably to some others, 
saying that on a certain date Dr. Blank 
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is going to Lakewood for a little rest. 
hen, about the day he starts, another 
ngraved card goes out, saying that 
Dr. Blank has gone to Lakewood and 
that he will return in ten days or two 
veeks. } 

A day or two before he returns an 
nnouncement is again made that he 
vill be in his office at a certain time, 

id after he arrives his friends are in- 

rmed that he is ready to take care of 
heir needs. 

He manages to go some place five or 

x timesa year, and in that way con- 
trives to send out a perfectly ethical 
nd praiseworthy circular from twelve 
» twenty times a year. He always 
cells where he is going and he always 
coes to a fashionable place that every- 

dy knows. 

The reading notices that Dr. Hotch- 

ss sends me are probably no better 
1nd no worse than the general run of 

iding notices. That is equivalent to 
saying they are pretty bad. 
THE TELEGRAM CANDLE. 
The telegram candle has furnished a great 


mount of speculation among the hundreds 
f guessers as to who Soul be the lucky 


Now that the time for guessing has closed, 
would remind you that the dental office, 
) Post-office Arcade, is opén for business 
rom 8a.m. to 6 z: m. r. Hotchkiss is 
vell known to the Bridgeport public, having 
been located in this city for nearly three 
years, which, with his sixteen years’ actual 
ractice, should be a guarantee of success in 
is new office. 
THE PROGRESS OF DENTISTRY. 
Dentistry has existed from a remote period 
f time; it is not a modern innovation or art. 
Its origin is unknown. It was practiced as a 
istinct branch of surgery, and held a promi- 
nent place among the arts long before the 
Christian era. 
Hypocrates, “ the father of medicine,” en- 
ed deeply into a study of the teeth 500 
Cc 


“Herodotus, one of the early historians, 
noticed and described various dental! oper- 
itions 450 B. C. 

Aristotle, the a gr wrote largely 
concerning the teeth 350 B. C. 

Dr. Hotchkiss has in A. D. 1898 opened a 
th coy up-to-date dental office at 29 P. O. 
\rcade, 
| don’t see that there is any connec- 
tion between Dr. Hotchkiss’ dental 
business and ‘*The Telegram Candle.” 

There is no particular reason why 
this reading notice should be published, 
and it would be much more dignified if 
Dr. Hotchkiss simply told the facts 
about himself and asked for patronage. 

The other reader is in the right line, 
but the matter is not handled properly. 
If Dr. Hotchkiss wants to tell some 
interesting facts about dentistry, by all 
means let him do it and sign his name 
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to it. Make it a reading notice and 
not a bald ad ; make it sound as if it 
came from a man who knew the busi- 
ness from Hypocrates down, and who 
was so full of the knowledge that part 
of it bubbled over into the newspaper. 
This method would disguise the adver- 
tising, if that is desirable, and would 
still accomplish its full purpose. 

As a matter of fact, the information 
that Dr. Hotchkiss gives in his reader 
is misleading, if not entirely incorrect. 
Everybody knows that dentistry has 
not been ‘‘a distinct branch of sur- 
gery”’ for a very long time. Dentistry 
used to be practiced by blacksmiths 
and barbers, and it is only in compar- 
atively recent years that there has been 
any marked advance in dental surgery. 

The real facts about the develop- 
ment of dentistry, talks on the care of 
the teeth, or on diseases of the teeth, 
their treatment and cure, and descrip- 
tions of difficult dental operations, 
would all make interesting matter for 
advertisements, and can be worked 
into reading notices that would fully 
conceal the fact that they were adver- 
tising. 

My belief is that Dr. Hotchkiss 
would be very much ahead if he would 
throw professional ethics overboard 
and go ahead and practice dentistry in 
his own way, and advertise it in his 
own way, telling people the rea: facts 
about the services he renders, and doing 
it in display type or reading notices, 
just as he chooses. 

# + 


Market St. 
DecemBER 9, 1897. 
Mr. Chas. Austin Bates: 

We are right glad to see you have a corner 
in Printers’ INK once more. 

Can’t have too much of you. * 

If inclosed is worth your criticism we shall 
be glad to know through your column 

his folder is usually sent out with pat- 
terns, applied for as the result of advertise- 
ments. Yours faithfully, 

Joun Key & Sons. 
Per Geo. Key. 

The advertisement sent is in the 
shape of a little eight-page circular, 
which, as is usual with English printed 
matter, is rather poorly executed. 

I am reproducing it for just one rea- 
son, and that is for its apparent hon- 
esty. It could be shortened and per- 
haps made considerably stronger, but 
it has the distinct merit of sticking 
pretty closely to the matter in hand, 
and when one gets through reading it 


6,8 and ro Brook St., Rugeley, and 
Lichfield. 
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one believes that Forkstrong Trousers 
are ‘‘hard-wear” trousers, 

That, I think, is one of the most es- 
sential points in advertising, if it be not 
the most essential. No matter how 
pretty or finely expressed an ad may 
be, it must have the ring of truth 
about it or it will sell no goods. The 
most homely sort of an ad that im- 
presses you with the honesty of the 
advertiser is better than the most gor- 
geous affair that leaves you with a lit- 
tle twinkling of a doubt in your mind. 


“ae genuine merits of Keys’ Cord and 
ole 


“FORKSTRONG” TROUSERS 
are so widely known among workingmen, es- 
pecially those on public works, that it is al- 
most unnecessary to describe them. 

But in case this should meet the eye of 
some who have not yet tested their excellent 
wearing qualities, we may say that they are 
the result of a close study of what is required 

TO STAND HARD WEAR, 
and of a succession of improvements con- 
tinued from the early days of the Manchester 
Ship Canal down to the present time. 

Many will remember those days at East- 
ham, at Ellesmere Port, and at Frodsham, 
when work was plentiful and wages good. 
We made clothes for some thousands on those 
works, and many of our old customers still 
send us their orders from all parts of the 
country to which they have been scattered— 
a certain proof that our clothes have served 
them well. 

AT FIRST SIGHT... 

our prices may appear rather high, and no 
doubt they are higher than many advertised 
prices ; but before you can fairly call a price 
dear or high, you must know what you will 
get for your money. You say, “ But a pair 
of Cord Trousers is just a pair of Cord Trou- 
sers all the world over.” So they may be, 
on the outside, which is all you can usually 
see. But turn them inside out—test the 
quality of the thread, the linings, the work- 
manship—you will then see a great differ- 
ence, and it is with this inside work, honest 
and thorough, that our ‘“ ForKsTronGc”’ 
Trousers prove their value. 

Now there are three points at which trou- 
sers first show the wear: 

FORK, KNEES, POCKETS. 
No pains have been spared to make our “ Fork-- 
strong ’’ Trousers as tough as leather at these 
oints. We don’t say they’ll never wear out, 
ut we do say they’ll wear longer than most 
trousers on the market. 
OUR SPECIALCLOTHS ... 

for workingmen are all selected and made 
up on the same principle. 

It would be very easy to make up poor 
stuff and to ask a very low price for it, but 
what good would it do? we should be 
ashamed to meet our customers. 

No—if we have to charge a little more, and 
even have it thrown at us that our clothes 
are dear, we are not going to sell poor stuff. 
All we make shall be good. Our best friends 
will find it out sooner or later. 

And now we only ask you to give our 
clothes a good trial, and 
LET THEM SPEAK FOR THEMSELVES. 

We are always pleased to send any one our 
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patterns and measure forms guite /rée and to 
answer as many questions as you like to ask. 

Don’t be afraid; we want to make friends 
of our customers. 

Whatever you want in the way of clothing 
—write to us aboutit. If we can supply it, 
we will send you the price and all particulars. 
If we can’t, we'll toll yen so. 

The only address required is: 

KEYS’, 
HARDWEAR TAILORS, 
UGELEY. 
x 

Coal is one of the hardest things to 
advertise. 

Generally about all the’coal that goes 
to any given town is alike. Dealers’ 
prices are practically the same for the 
same grade of coal. 

Here is a coal ad that is sent me by 
Gomer T. Davies, publisher of the 
Kansan, Concordia, Kansas : 


What's the Matter 
With Hanna? 


Well, experience has proven that there’s 
nothing the matter with Hanna—the Hanna 
coal, sold by the Chicago Lumber & Coal Co. 
No coal will produceso much heat with the 
expenditure of so little money. No coal will 
burn clearer or leave so little ashes, and 
leaves positively. no annoying clinkers. Some 
inferior coals are sold for less money per ton, 
but Hanna coal is the cheapest in the long 
run, as it gives the best results when used— 
and that is what counts. Use it and you'll 
save money by so doing. Use it and you do 
not spoil everything in the house, with dirty 
soot and ashes. Use it and protect your 
health from the ravages of foul odors and 
deathly gases. Use it and save wear and 
tear on your nervous system and your tem- 
per, thus guaranteeing aclear conscience, and 

iving you the sweet assurance of happiness 
in this life and the salvation of your soul on 
the shores of eternity. 


CHICAGO LUMBER & COAL CO., 
SOLE AGENTS. 








It is a pretty good ad, but it would 
be better if the last sentence were left 
off. The sentence is an attempt at 
facetiousness that weakens all the rest 
of the ad. It takes away from the ad 
the impression of honesty and earnest- 
ness, and it may give offense to some 


people. 

The trouble with a funny ad is that 
you uwever can tell how it is going to 
sirike the reader. If a man is going to 
try to be funny in his advertising, he 
better be pretty sure that he is really 


funny. I think about the safest rule 
for a man to follow when he is thinking 
of publishing a funny ad, is to take 
the ad home and read it tohis wife. If 
she laughs, it’s all right. If she doesn’t, 
he’d better throw the ad away. 
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BEST MAGAZIN ES. 


The seven magazines shown in the above picture are the ones most fre- 
quently used by successful magazine advertisers, The advertiser generally 
uses all of them, but if not, is certain to use one or more, The combined cir- 
culation of the seven is. over one million five hundred thousand copies each 
issue, and the price fora one-inch advertisement, one time, $172.30; 14 page, 
$468; % page, $936, and one page, $1,872. 

McClure’s Magazine was accorded by the American Newspaper Directory 
a circulation of 147,535 copies in 1895, and an average issue of 258,141 copies 
in 1896.. Its card rates for advertising are $2 an agate line, or $324 for a page. 

Munsey's Magazine is generally conceded to have the largest circulation of 
any of the seven, _ Its advertising rates are $3 an agate line, or $400 a page. 

Harper's Magazine is the oldest on the list, and by many persons is consid- 
ered the best, What its circulation is no one was ever able to learn, but 

guesses fix it atconsiderably more than a hundred thousand copies per issue. 
Its advertising rates are $1.75 an agate line, or $250 for a page. 

The Century Magazine has sometimes been above 200,000 copies, but just 

iat it is at present, or for two or three years last past has not been ascertain- 
a able by directory publishers or advertising agents. Its regular issue, like that 
of Harper's, is probably considerably more than a hundred thousand copies. 
Its advertising rates are $1.75 a nonpareil line, or $250 a page, the same 
as in Harper's. 

Scribner's Magazine was accorded a circulation rating in the Newspaper 
Directory for 1893 of 127,575.copies. In 1895 the Directory accorded it a B 
rating, which means exceeding 40,000. In 1896, and at the present time, 

Scribner's is accorded an A rating, which means exceeding 75,000, and its 
publishers assert that its total issue for twelve months has exceeded 1 on 000 
copies. Its advertising rates are $1.40 a nonpareil line, or $200 a 

The ¢ ‘cosmopolitan was accorded a circulation of 236,666 copies in ibs, and 
6,833 copies average in 1896. Its advertising rates are $2 an agate line, or 
148 a page, its page rates being higher than those of any other magazine pub- 
lished. 

lhe Review of Reviews had a circulation rating of 85,000 in 1893. In 
1895 and 1896 its rating in the Directory is B, that is exceeding 40,000. Its 
advertising rates are $1 a nonpareil line, or $150 a page. 

The advertising rates of all these seven magazines are pretty firmly sus- 
tained, but there are discounts for continued orders, varying from 5 to 25 per 
cent, and also an extra discount in some instances for prompt cash. 

The man who advertises in magazines finds this selection as good a one as 
can be made. It will be money in the advertiser’s pocket if he exercises great 
care in adding another seven to his list. With magazines, as with newspapers, 
the best give greatest service in proportion to the cost. 

To use any of these publications copy should be sent in by the 2oth of the 
second month preceding date of issue. Address 


The GEO, P, ROWELL ADV, CO., 10 Spruce St., New York. 
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upon any subject discussed in this department. Chas. F. Jones, care PRINTERS’ INK. 


, and how to 





h Quotes the baat 
boomy ham pe bd 


F. Fones. 








A curious coincidence happened to 
me this week, in that three persons in 
various parts of the country have writ- 
ten to me asking precisely the same 
question, though applied to different 
lines of goods. I can answer each 
only in a general way, as circumstances 
must always be taken into considera- 
tion, and the information about these 
circumstances they have not furnished. 
All three ask how many times a store 
ought to turn its stock in the course of 
a year in order to be considered an up- 
to-date and profitable store. In the 
first place I will say that the location 
of a store, both as regards to city and 
street, have a great deal to do with the 
turning of the stock. A store located 
on a street that is a natural trade center, 
can naturally do more business and 
turn its stock oftener than one which is 
in a more obscure location. 

Again, it depends upon whether the 
city in which the store is located is near 
to the market in which the store must 
buy its goods. For instance, a retail 
store in New York City, for any of the 
ordinary lines of wearing apparel or 
household goods,should be able toturn 
its stock much oftener than a store lo- 
cated in an inland city, where there are 
no wholesale houses from which goods 
can be quickly secured and quickly de- 
livered. 

Then again, a great deal depends 
upon the kind of business that a store 
is doing. A medium class of trade is 
much more apt to give a store an op- 
portunity to turn its stock oftener than 
a high-class, exclusive trade. A cash 
store can usually turn its stock oftener 
than a credit store, because persons 
who buy on credit usually want a 
larger assortment to select from, and 
usually compel the merchant to carry 
more goods than a cash-paying trade 
would expect. Taking up the stores 
in the order in which their letters 
reached me, I find that the first store 
sells crockery, house furnishings and 
furniture. In the average store of this 
description, I believe that the crockery 
stock ought to be turned from three to 
four times a year, The furniture stock 


should turn as often, and possibly, in 
some cases, five times a year. ‘Ihe 
house furnishing stock ought to turn 
more frequently and quickly than either 
of the others, as these are goods upon 
which quick sales can be readily made 
and where it is not absolutely necessary 
to have very large quantities on hand 
at any one time. The house furnish- 
ing stock should turn five or six times 
a year. There are instances where I 
have known such a stock to turn seven 
times or oftener. It must be borne in 
mind that in all these estimates there 
are exceptional cases both ways. I 
know of one crockery stock in a fairly 
large house, that I believe does not turn 
more than twice a year, but yet pays 
its owner a handsome revenue. There 
are also exceptional cases where stocks 
ought to turn oftener than I have men- 
tioned. 

The second store that had written 
me carries cloaks, ladies’ ready-made 
suits, muslin and underwear. The 
cloak and suit stock of a first-class store 
located in New York City ought to turn 
itself about seven to nine times a year. 
Muslin and underwear will probably 
not be able to turn more than six or 
seven times. As we have mentioned 
in other instances, the distance away 
from the market will very much affect 
these figures. An inland city might be 
doing well if its cloak stock turned four 
or five times a year. 

The third store asking questions on 
this subject carries men’s clothing, fur- 
nishings, hats and shoes. For an ordi- 
nary store in an ordinary city, such as 
Cleveland, the place from which this 
inquiry comes, I believe that a first- 
class, up-to-date clothing merchant can 
turn his stock four or five times a year. 
Men’s furnishing goods, being small 
wear, turn much more rapidly and 
could, with good management, proba- 
bly be turned six to eight times a year. 
Hats and caps can be made to turn 
from five to six times, but shoes will not 
turn often. The reason for this is be- 
cause there are so many sizes and 
widths and styles that in order to keep 
a first-class store a comparatively large 








stock must be carried. A shoe mer- 
chant can make money and turn his 
stock from two to three times a year, 

In a general way it must be said that 
those stocks which turn less frequently 
usually beara larger per cent of profit 
than the stocks which can be turned 
quite often. #*,* 

I am getting a great many inquiries, 
ii seems to me, from people who are be- 
inning to figure on the percentage 
basis, who are attempting to regulate 
their business affairs with such system 
as to figure out a certain profit instead 
f going along hap-hazard, hoping to 
ave a profit at the end of the year, 
ut not being sure about it until stock 
s taken, A merchant in a Western 
city who is doing a general business of 
one hundred thousand dollars a year, 
asks me to tell him about what propor- 
tion of his general expenses can be de- 
voted to different lines of expense, 
figured upon the basis with his total 
expenses, in order for him to clear a 
profit. It must not exceed twenty-two 
per cent. Such a merchant, I believe, 
can afford to pay about four per cent 
for rent. About three per cent for 
advertising. About five per cent for 
what is usually termed live help, that 
is help employed in buying and:selling 
the merchandise. About four per cent 
for what is usually termed dead help, 
that is help that does not actually buy 
or sell merchandise, such as superin- 
tendents, floorwalkers, bookkeepers, 
office help, night watchman, packers, 
shippers and porters. The delivery 
expense is something that depends 
largely upon the city. Some citiesare 
so located that it is very easy to deliver 
goods. Inmany cities customers carry 
a large per cent of their packages. 
There are other places where the sub- 
urban trade is very large and in these 
places the delivery expenses would 
necessarily be more. Judging from 
my knowledge of the city from which 
the inquiry comes, I should think that 
two per cent would be sufficient for 
delivery of goods. Sundries which 
have not been proportioned above are 
of various kinds, each small in them- 
selves, but will in the aggregate, per- 
haps, amount to about four per cent. 
In this allotment should be included 
insurance, taxes, house supplies, sta- 
tionery, etc. *,* 

As a specimen of ‘* How not to do 
it,” Mr. Horace J. Stevens, manager 
of the Peninsular News Bureau, of 
Houghton, Michigan, sends me an ad- 
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vertisement of Browning, King & Co., 
clipped from the St. Paul Despatch. 
The advertisement is such a gem of its 
kind, as far as being a collection of big 
words stuck together which will con- 
vey no business idea whatever to the 
persons who read it, that I am going 
to reproduce the larger portion of the 
wording of this advertisement. 

** POOR GRAMMAR is sometimes par- 
donable, but when employed to im- 
pugn the honest methods of St. Paul’s 
good clothing shop, it only serves to 
prove what Alexander Pope said long 
ago: ‘Fools rush in where angels 
fear totread.’ If we felt so disposed 
we might take a fall out of a padded 
parasite of prominent proportions, 
But why waste words and space upon 
an amorphous individual whose ident- 
ity is revealed through the instrument- 
ality of a local would-be iconoclast? 
Both are harmless.” 

What an advertisement writer can 
be thinking about to put such stuff in 
a newspaper is a mystery to me. I 
was once quite curious about the adver- 
tising of Browning, King & Co., and 
called on a member of the firm and 
asked why it was that, although 1 be- 
lieved that the Browning, King & Co.’s 
stores in a great many prominent 
cities were under one ownership, yet 
every one of them seemed to have a 
different style and policy of advertising. 
At various times I have noticed adver- 
tisements put out by some Browning, 
King & Co.’s store which were remark- 
able for their cleverness, and which I 
believed ought to produce grand re- 
sults for a clothing store. Then, 
again, I have noticed many instances 
in addition to the one to which I have 
referred in which the advertising of 
Browning, King & Co. struck me as 
being particularly rotten. I asked why 
this was, and received the reply that 
each of the Browning, King & Co.’s 
stores was under the management of 
some one who is employed to run that 
store, and who is held responsibie 
for the business which the store does, 
At one time there was an attempt made 
to have the advertising of the various 
stores written by one person, but this 
did not prove to be at all satisfactory, 
for the reason that any store which ran 
behind in its sales always laid the 
blame on the advertising, and the 
manager of that store wanted to shirk 
the responsibility of the decreasing 
sales, so that the firm eventually came 
to the conclusion that the only way to 





40. 
hold their men absolutely responsible 
for the success of the business was to 
allow them to run their business com- 
plete, advertising and all, so that the 
manager of the store would have no 
excuse to offer if his store did not do 
what was expected of it. However 


good this policy may be in theory, I 
believe that in practical application 
something ought to be done to prevent 
any one of the stores putting out such 
advertisements as the specimen to 
which I have referred. 

*% 


* 

A department store in St. Louis 
writes to me desiring to know what 
amount of money they can afford to ap- 
propriate for advertising. This store 
gives me some particulars about their 
business which enables me to make a 
definite reply to their question. The 
store is well located and is an old store 
that has been doing a conservative busi- 
ness for a number of years. They 
propose to branch out into more pro- 
gressive advertising and I would recom- 
mend that in doing so they expend 
about three per cent of their total sales 
the first year for this purpose. Ordi- 
narily for an old-established store, three 
per cent is.a little more than is neces- 
sary, but.as the store is practically be- 
ginning its real advertising experience, 
it would be well to allow something for 
experimenting and working up new 
business on advertising lines. In any 
department store there are some stocks 
which require a larger percentage than 
others. For instance, in the grocery 
department, I should consider between 
one and one and one-half per cent as 
large a portion of sales as could be 
profitably set aside for advertising pur- 

. Inthe clothing stock, I believe 
that as much as four per cent should be 
invested in advertising. Linens and 
cotton goods can not stand over one per 
cent. There are other stocks such as 
druggists’ sundries, buttons, trimmings, 
linings and notions which should not 
expend over one per cent of their sales 
for advertising. Books, stationery, 
handkerchiefs, gloves, men’s furnish- 
ings, ribbons, house furnishings, car- 
pets, upholsteries, toys, umbrellas and 
candies, I would include amongst the 
stocks which could stand approxi- 
mately about two per cent. Jewelry, 
dress goods, silks, velvets, crockery, 
hosiery, underwear, drugs, horse goods, 
hats and caps, can probably afford 
three per cent in the store to which I 
refer. Furniture, millinery, clothing, 
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cloaks, ladies’ suits and sporting goods, 
can in all probability afford to spend 
four per cent. 

Thus taking the sales all around the 
average advertising expenditure will be 
found to be slightly less than three per 
cent of the total sales, 

** 

The large postal.card idea seems to 
have taken possession of a great many 
advertisers. Almost daily I receive 
from some one a piece of cardboard 
about ten by twelve inches in size. 
These postal cards have the name and 
address and one-cent stamp on one side 
and a lot of printed matter on the other. 
There isa question in my mind as to 
whether this is good advertising or not. 
When very few persons did this, these 
cards undoubtedly attracted much at- 
tention, but now that so many are 
doing this, they are more likely to be 
thrown into the waste basket without 
reading than is the ordinary postal card 
printed by the government. Then, 
again, these immense sheets of card- 
board never reach the person for whom 
they were intended in the same condi- 
tion in which they left the sender. 
Their size must necessarily make them 
liable tocrumple or be torn in the mail ; 
this spoils their attractiveness, when 
they are received. 

I am just in receipt of what appears 
to be a new form of this postal card 
advertisement from R. P. Cummins, 
of Washington, N. J. Mr. Cummins 
sells Cuban hand-made cigars, and 
takes the precaution that his postal card 
is not bent in the mail on account of 
being too large by folding it before he 
sends it. This is not a bad idea, as it 
makes the card the same shape as the 
ordinary return postal, although the 
size is more than twice as large. This 
style of cards will perhaps have a run 
for a month or so,.and then somebody 
will-have to get out something different. 

My objection to the whole thing is 
that there is no necessity for such large 
postal cards or circulars. . Their nov- 
elty has worn off, and my- experience 
teaches me that the people generally do 
not read long circulars, or Jong postal 
cards. The thing that catches the peo- 
ple’s eye to-day is something short, 
crisp and to the point. Without count- 
ing the words on the folded postal card 
which I have, I should say that there is 
at least over eight hundred to one thou- 
sand words, I don’t believe that one 
person in a thousand that receives such 
a document is going to read it. 
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No such offer of 
cood Literature was 
ever made before. 


Are you interested in the day’s best literature and art? If so, 
your attention is‘invited to ‘‘ THE New York Tims’ Saturday 
Review of Books and Art,” only one dollar per annum. It isa 
high-class literary weekly for people of refined taste and good 
judgment. It is edited for the information and entertainment of 
the young and old who wish to be advised concerning current 
literature and art—a high-class literary publication at a nominal 
price. Prompt reviews are given, often from advance sheets, of 
all important new books, and the news and gossip of authors, 
books, art and artists, and special contributions from well-known 
writers on timely topics ; in a word, it isa literary newspaper and 
the only journal properly to be so called. It contains in one 
year’s issues more about literature and art that is good and of 
general interest than any of the high-priced magazines. It is 
published every Saturday and will be sent to any address in the 
United States for one dollar per annum. Every subscriber will 
also receive, free of charge, the regular Saturday news pages of 
THE New York Times. No such offer of good news and good 
literature was ever before made in this or any other country. 
You can not well do without it if you want to keep promptly in- 
formed concerning current literature. 


SEND YOUR NAME. AND 
ADDRESS ON A POSTAL CARD 
FOR A FREE SAMPLE COPY. 


ADDRESS 


THE NEW YORK TIMES 


41 Park Row, New York 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
for bettering this de ; 


cards or circulars, and other estions 
i do not write ail of thes ae 

and address of the 

here for newspaper ads can often just as well 


these ready-made ads. They are 
given to the author when he is known, Contribut.ons of bright ads are solicit 
writer wili be printed, if i wishes it to be. Th: 


taken wherever found, and credit is 
ed. The name 
r 


e matte 
used on handbills or circulars.—W. D.] 








A Boston correspondent objects to 
the word ‘‘ mouthsful” as used in one 
of the recent ready-made ads, and ad- 
monishes me in scholarly diction to 
use ‘‘ mouthfuls.” I am greatly ob- 
liged to my Boston correspondent for 
his kind interest in the matter. Iam 
always glad to receive criticisms of any 
sort or kind whatever, but all the king’s 
horses and all the king’s men can’t 
make me say ‘‘ mouthfuls”; neither 
can all the dictionaries and all the 
authorities combined. I will be pleased 
to argue it out with any or all of them 
any hot summer afternoon. Still, any 
advertiser is entirely at liberty to use 
** mouthfuls ” if it pleases him, and I 
will never upbraid him. 


Many of the best ideas shown in) 


these ads depend upon the manage- 
ment of the store. They are extremely 
good advertising when the store backs 
them up, but will be of very little bene- 
fit to‘one that does not. However, 
nearly all of these ideas are of a sort 
that any store may and ought to fol- 
low. Pick out the ads that seem good 
to you, use them freely, and if your 
store does not at present live up to 
them, make it. 


What Advertisers Say 


in New York. 
Rugs and Curios. 


Last week was house- 
cleaning week with us. 





Clearing Sale, 


We gathered together from our immense re- | 


ed and 
pieces, 


tail stocks all the slightly dam 
otherwise imperfegt goods, all od 
remnants, od 
flotsam and jetsam usually left behind by the 
hightide of holiday retailing. The goods 
have all been marked at good-bye prices— 
some at one-fourth, some at one-third and 
some at one-half, and ALLat much less than 
their worth at any other than stock-taking 
time. 


Books at 
Clearance Sale. 


The enormous book 
business of the holi- 
days has left on our 
uantities of books that are not 


hands vast 
Some have 


strictl 


of books that are now to be closed out regard- 
less of former cost or value. 





| or street wear. 
5 in A, B,C and D widths. 
P 





y Fg ect. the covers | 
scratched, others a finger-mark here or there, | 


still others are simply remnants of large lines | 
shields, washable, sizes 3 and 4, per pair, to- 


| morrow, 7c. 


Clearin The new year has brought 
the Decks us new inspiration — 68 
for Action! great departments made 68 
reat resolutions, all to one 
effect, to far excel in ’98 the brilliant record 
of ’97. The light of ambition has been kindled 
anew ; all over the store there are unmistak- 
able signs of extreme activity. 


A Shoe Story. Here’s a shoe story in 
two parts, both of which 
should prove intensely interesting, for they 
tell of good shoes to be sold at a remarkable 
small price. Part 1 concerns 717 pairs of very 
fine vici kid and bright dongola Shoes, sam- 
ples of this season’s styles that have come to 
us from two of the toremost makers in the 
country. They include both button and Jace 
Shoes with welted and turn soles in a variety 
of up-to-date toe shapes, suitable for dress 
The sizes range from 2% to 
here is not a 
air that a conservative estimate would count 
worth less than $3.50, while many of them 
are usually sold at $5. They all go to-mor- 
row at $1.95 Pr. art 2 concerns 520 pairs 
of Dongola button lace Shoes, etc. 


A Shirt at $r 
that looks as 
well and wears 
as well as any $3 one. Each one of these 
shirts passes tne the hands of 103 differ- 
ent persons. It is not unnecessary work, it’s 
the idea of the specialist applied to shirt 
making. Every operator becomes a special- 
ist in making a particular part of a shirt. 
Result! Better work and more of it. Finer 
shirts at lower prices. It has taken time and 
patience to get this kind of work, but it gives 

ou a $1.50 or a $2 shirt for $x. Made of 

illiamsviJle Muslin, fine linen, four-ply 
bosoms, set in with strong stays; bodies very 
full, thirty-six inches long after laundering ; 
reinforced in front; split neckband, to prevent 
collar button touching neck ; tape in back to 
hold necktie in place; patent continuous fac- 
ings in front and back and at wristband open- 
ings; side seams felled or double stitched ; 
patent gussets; all buttonholes hand made 
and barred at both sides ; perfect fitting and 


To Every Man 
Who Wearsa Shirt, 


s and ends, slow sellers, and the | laundered beautifully. Three shapes: open 


back and front, open back only, and short 
bosom open back and front. In five lengths 
of sleeves. Isn’t it a revolution to be able to 
get such a shirt for $1? You'll say so when 
you have seen them—as aristocratic in ap- 
pearance as any shirt can be. 


Prices cut to the core. 
qzere piece of black 
elveteen skirt bind- 
ing, 2 inches wide, best 
rade, to-morrow, 15c. Seamless stockinet 
ress shields, size 3, 7c.; size 4, to-morrow, 
8c. Nainsook covered rubber lined dress 


A 
Clearance Sale 
of Notions, 
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In Chicago. 
You Estimate Value by The Amer- 
. ican is ac- 
Comparison, Always. "owl. 
edged to be more advanced in many ways 
than the Chinaman—by comparison, there- 
fore, the American standard is set—and so 
ith every other mark of merit gained or 
iaimed. 
Imported Here are poots wees as 
, we never knew before— 
Vash Goods, such as we believe you 
ve never seen before—and a larger assort- 
-nt than was ever gathered together. The 
w colorings are revelations, and most of 
iat we have are ours exclusively. 250 
pieces Organdies~— sheer, crisp, transparent 
ods — white and tinted grounds, with hand- 
me Dresden, spray and rosebud designs— 
10 such range of colorings and patterns ever 
hown before in any one line, and at such a 
price—25c. and 3oc. 


Unequaled 
January Sales. 


The unprecedented 
success of our un- 
equaled Panuary 
sales lies in the fact that we use guality as 
ur talisman, which places the umtutored 
shopper on gar with clever buyers. 


Two Things 
to Remember. 


good. Will 
Jevne & Co, 
Attractive Remnant Pricing. 
Washgoods Sample pieces and factory 
Remnants. loom remnants gathered 
from famous New Eng- 
land and foreign mills—serviceable lengths 
for women’s and children’s shirt waists, en- 
tire dresses, wrappers, etc. Scotch madras, 
English oxfords, French plumetis, basket 
novelties, silk figured ginghams, French or- 
gandies, 17¢. for up to 75c. remnants; roc. for 
up to soc. remnants; sc. for up to 25c. rem- 
nants. Like touching match to gunpowder-—- 
the way the news of the S. & M. lace sale 
spreads, 


rst. The Jevne ads to- 
morrow a.m. and. If 


its from Jevne’s it’s 
you try and remember both? C. 





In Washington. 


Stock Taking Us that we have too 
Has Shown many goods in many 
. lines. Greatly reduced 
prices is the only way to thin it out, so we 
have cut deep into prices in every depart- 
ment. 


Two Days Of this wonderful sacrifice 

More that is to relieve us of half 

our stock; 20 per cent dis- 

count on everything from a spool of cotton to 
adress. Any wonder we’re crowded ? 


Who will resist the solid front of specia 


values arranged for to-morrow ? jd 


$3.85 —a stinging blow to the 

For $5 so-called “bargain 

and $6 Boots houses.’’ A legitimate 

offer of legitimate Shoes, 

made in the best factory in the world— shoes, 

a know—Shoes you appreciate—Foot Form 
oes. 


Are Your Do you suffer from head- 
Eyes Alike? aches? Does the print 
. blur after reading ? These 

are signs of defective vision. We examine 
eyes scientifically, and adjust glasses to cor- 
rect all defects of vision. Notice our prices!!! 
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From Everywhere. 


Plows We have a full stock 

and Plow Gear, of steel and wood 

beam plows, sulky 

plows, cultivators, steel harrows, corn and 

cotton planters, Georgia stock, trace chains, 

back bands, collars, pads, bridles, hames, 

single and double trees, breast chains, lap 

links, etc. It will pay you to write us for 
prices before you buy. 


An Alphabetical Idea, 





XES, ADZES, 

LUMINUM, 

NTIMONY, 

NVILS, 

NGLE IRON, 

SBESTOS Roofings. 
——000— 

Manogue-Pidgeon Iron Co. 
226-228 Second Street, 
Memphis. 
(Watch for next letter.) 











A Multitude of Are many times hid- 
Faults den by a nice over- 
coat—the old suit may 
have lost its brilliancy, and the overcoat then 
proves a good “helper out.” 0 doesn’t 
remember the cold Februaries and Marches 
of the past ? 
Don't Smoking, but make up your 
Swear Of mind to start the New Year 
with a New Pipe. You will 
find the place to buy it right is at 
‘sot Stuff.®® _Burn the best Lehigh 
alley Hard Coal. and 
atoms County Soft Coal. Gosline &'Bar- 
ur. 


Looks Like Poetry. 


SLEIGH ROBES!! 


Musk Ox, Wolverine, Bear, 
H. B. Wolf, Raccoon, Beaver, 
Black and Natural Gray and White» 
Jap. Goat, Siberian Dog, etc., 

AT RIGHT PRICES. 


Men’s Fur and Fur Lined Coats. 




















Have eyes, but see not! 
Have ears, but hear not! 
Use your senses and concentrate your men- 
tal faculties in buying your Clothing. Give 
our new winter line your most careful scru- 
tiny. 

We have just closed the biggest year’s 
business in the history of our house. Wein- 
tend to make 1898 still greater. 


Loads of winter weather ahead. 
Old Mercury will often touch those points 
that forcibly suggest warm garments, 


Many Men 
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FIVE HUNDRED POUNDS A WORD. 
“On the front cover of the twelve issues of 
The Strand Magazine for 1898 there will a 
pear an, advertisement covering a_ single 
square inch; containing two of the shortest 
words in the English language. The two 
words make nine letters, which any composi- 
tor would set up in a few seconds, and they 
will a each month. For this advertise- 
ment £1,000 has been paid, which works out 
at something like £r11 2s. 234d. a letter. 
This is a record advertisement. The only 
other case approaching it was a pro 1 of 
Messrs. Pears, who some years ago offered a 
very large sum of money for the right of ad- 
mga | on the back of the census paper. 
This scheme was not carried out, however, 
though, as it is said to_have become a Cabi- 
net question, Messrs. Pears received.a big 
advertisement in consequence of their offer. 
A representative of 77#-Bits, who was anx- 
ious to know something more about the mat- 
ter than the mere fact stated above, called the 























other day on Mr. Hall, the manufacturer of 
“ Hall’s Coca Wine,” and had an interestin 
chat with that gentleman. It is Mr. H 
who has paid £1,000 for an inch of space in 
The Strand Magazine, and the two words in 
which he has such tremendous faith are 
“ Hall’s Wine.” 

“Oh, yes, the money will come back all 
right,” Mr. Hall remarked, in reply to a ques- 
tion, “though it may take some time in do- 
ing so. As a matter of fact, 1 am only just 
getting back the capital I invested in ver- 


of wine; in 1894 we sent out44;000% the next; 
year the number had increased to 116,0co; 
and last year our total sale was nearly 250,000 
bottles ; while we have exceeded that number 
already this year. we ged speaking, it 
costs us a sovereign to sell the first 3s. 6d, 
bottle of wine to a new customer; 

“ There you see where the art of advertis- 
ing comes in. No business man can go on 
forever spending a sovereign and getting back 
35. 6d. ¢ must advertise so as to make peo- 
ple talk. That is what b-am-trying to do. 
Why did you come here? Because my ad- 
vertisement is a novelty. There you have 
the art of advertising in anutshell. In these 
days, when there are so many publications, 
only the striking advertisements. catch the 
eye. These are talked about, and it is only 
when the great British ~~ keep on talking 
— “ Hall’s Wine” that the money ‘comes 

ck.’ 

“Had you any special reason in framing 
the advertisement so simply ?” 

“Yes, every reason in the world. A great 
feature in advertising is to whittle down thé 
description of your article as much as possi- 
ble. Iused to say ‘ Hall’s Coca Wine,’ but 
I have taken out one word, making the ad- 
vertisement more striking and easier to re- 
member, I suppose the dropping of the 
word ‘coca’ will increase our revenue largely 
in afew years. As a successful advertisery 
I would like to say that the secret of my suc- 
cess in advertising has been my efor? to be 
strictly honest with the public. have had 
all sorts of suggestions from pr ional 
writers of catchy phrases, but I have steered 
clear of them all, and have never claimed for 
my articles any merit that they do not pos- 
sess. For instance, 1 long ago received let- 
ters stating that my wine had completely 
cured several victims of chronic drunkenness, 
but I have not yet appealed to the public on 
that ground, thinking it best to allow time to 
or ey pon ove the truth of my statement 
before I make it publicl 





” 
** And so you are confident of seeing your 
$1,000 again ?’’ 1 remarked on leaving. 

“1 have, at any rate, the faith that moves 
mountains,”’ replied Mr. Hall, with a laugh. 
“ It will come back to me by next Christmas, 
bearing fruit porneps twenty-fold, Those 


two little words on the cover of 7he Strand 
will be seen twelve times by millions of peo- 
ple, and if only one in a hundred takes notice 
of it, it will have been a splendid investment. 
But the great thing is that it will make 
*Hall’s Wine’ a household: phrase in thou- 
sands of homes.” —7%#-Bits. 


CHANGE EARLY AND OFTEN, 

A recent advertisement of Pearline quotes 
as follows: “‘What you see too often you 
don’t see, and what you hear all the time you 
don’t hear at all.” is is an axiom that de- 
serves careful consideration on the part 
the general advertisers of the country, and is 
as true supeting epee in the daily papers as 
it is ing the numerous $s on city 
lots and country roads, which serve to attract 
attention to the advertiser until such time as 


to it b familiar only, after which it does 





poy | six years ago, when I 
sell the wine publicly. 1 remember my first 
advertisement very well. We started in the 
Christmas ‘annuals,’ our first batch of ‘ ads’ 
costing us £150. The result of that was the 
sale of seven 3s. 6d. bottles of wine. That 
shows you the necessity of persevering in 
advertising... We have spent enormous sums 
since then, and are now spending £10,000 a 
year in advertising alone. . 

“The result of this expenditure is very 
striking. In 1893 we sent out 15,000 bottles 


mile vit poy! 4 pe ye — 4 
mi , if as much. rs 8 
odoke of th ds of dollars” yearly 
should chi their copy frequently, if they 
results jonate to the money ex- 
poy an td chet togear dap after day 
n the same style and wording in time become 
so familiar that they ve no more notice 
as the buying public _—— heading of 
the + or the margin. age your copy. 
2 Adoortloe. e 
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JOHN D. SPRECKLES, Proprietor. 
W. S. LEAKE, Manager. 


Best Staff of Correspondents i 
Best News Service ! 


Best Local Equipment! 


The Great Family Paper. 
Into the Homes it Goes. 


Published every morning in the year. 


Circulation Exceeds 


50,000 Daily. 


For sample copies, rates and further information, 
¢ address, 


David Allen, 


Eastern Representative, 


188 World Building, New York. 
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THE DAILY NEWSPAPERS. 


By Charles N. Kent. 


FOR SEVEN YEARS EDITOR OF THE 


The tast American Newspaper Di- 
rectory (December, 1897) catalogues 
2,169 dailies, showing that there is one 
daily paper to every ten of the whole 
number issued, Of these 2,169 dailies, 
925 are each credited with a circula- 
tion of more than 1,000 copies each 
issue, and 1,244 are in what is 
known as the “‘JKL” class—each 
one of which is believed to print 
more than 100 and less than 1,000 
copies each issue. The 925, with 
their aggregate circulation, are dis- 
tributed among the different States and 
Canada, as shown in the following 
table. The Directory divides all 

pers of more than 1,000 circulation 
into ten classes. The first class in- 
cludes all whose actual circulation 
given in figures exceeds the highest 
letter rating used, whichis ‘‘ A,’’ and 
means exceeding 75,000. The others 
are placed in that one of the nine re- 
maining classes represented by a circu- 
lation letter rating to which they prop- 
erly belong. But as each of these letter 
ratings indicates an issue exceed- 
ing the exact figures for which the 
letter stands, to arrive at a more ac- 
curate result ten per cent has been 
added in each case to the minimum 
number expressed by the letter rating, 
thus: A, exceeding 75,000, plus Io per 


cent, equals 82,500. 

Circula- 
tion. 

17,875 


No. of 
TS. 
Alabama. . ° a 
Alaska.. 
Arizona... 
Arkansas.. 
California..... 


AMERICAN NEWSPAPER DIRECTORY. 


Nevada.. 

New ae 
New 

New 


1,T00 
31,075 
104,225 


North Carolina.........+ 
North Dakota........... 
Ohio 


Pennsylvania...... 
Rhode Island...... .... 
South Carolina.......... 
South Dakota.... 


Vermont ,...-.+++ 

Av gininesccovcccscccccce 
Washington, ....++.+.+0¢ 
West Virginia .....++++00 
Wisconsin....ccscseseees 
Wyoming. ...... eee 


Ceeeeeere 


Newfoundland. ......++++ 


43 
2 


925 

If the average circulation of the 
1,244 dailies in the ‘‘JKL” class is 
600—and this is probably high enough 
—they have a combined issue of less 
than 750,000, or less than the output 
in a single day of the Philadelphia 
Record, Chicago Mews, Chicago 
Record and Boston Globe. 

More than one-half of the circula- 
tion of allthe daily papers is in the 
States of Illinois, New York, Ohio and 
Pennsylvania. Herein are facts of 
vast significance for advertisers, 


——__+e+ —— 
THE PRINCIPAL DAILIES. 


The list which follows is a complete 
one of all the daily newspapers in the 
United States, accorded in the De- 
cember edition of the American News- 


66,000 paper Directory an actual*average cir- 


1,108,959 
"118,800 
951425 
44:55 
755900 
52,250 
33,825 
128,700 
698,046 
200,475 
137,500 
6,875 
473,189 
21,725 
56,925 


Kentucky. 
Louisiana. 


Maryland. os 
Massachusetts. 
Michigan... 
Minnesota. . 


Nebraska. ....+-.-- ecvccece 


culation of one thousand or more, ar- 
ranged, numerically, in order of cir- 
culation. Figures where given repre- 
sent the actual issue, as shown by the 
publisher’s statement on file in the Di- 
rectory office and accepted by its 
editor as correct. Letter ratings are 
used when no publisher’s statement was 
received, and represent the Directory 
editor’s estimate, from best informa- 
tion obtainable. The papers so rated 
are divided into classes. Each class is 
in its proper numerical position, and 
the papers arranged alphabetically by 
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States and towns. The meaning of the 
letter ratings is: 
A. seeseesvees ++eee- Exceeding 75,000 
B...c000 cvecceeveses 0g 40,000 
C.s008 erecrevececece 20,000 
D. vcccccesvece Sets 17,500 


Chicago, ill. Record. 
Chicago, IIL, News.. 
Boston, Mass., Globe . 
I *hiladelphia, ‘Pa, Record 
incinnati, Ohio, . 
Philadelphia, Pa., Inquirer...... ° 
leveland, Ohio, Press........++++ +++ 86,646 
Chicago, Ti. » Journal........+++ +++» 82,280 
St. Louis, Mo., Post-Dispatch 78,289 
San Franc'sco Cal, Examiner 
Chicago, ill., Times- Herald 
Chicago, IIl., 
Boston, ‘Mass., er 
St. Louis, Mo., Chronicle 
New York Herald 
New York Journal and Advertiser.... 
New York Evening Journal . 
New York News .cscesceccenceess 
New York Press 
New York Sun, morning.......-+++++ 
New York Sun, evening ....... ican da 
New York World, morning 
New York World, evening 
Cincinnati, Ohio, "Times-Star 
St. Louis, Mo., Globe Democrat.. 
Kansas City, Mo., Ee sopae 
Philadelphia, Pa., Sie. «cos cecse 
St. Louis, Mo., Star jwaes eoeseccsccccs 
St. ria * Mo., Republic 
Buffalo, N. Y., Evening News.. 
Detroit, Mich., Evening News 
Philadelphia, Pa., hip sat Bulletin... 
San Francisco, Morning Call.. 
Pittsburg, Pa., Chromic Te egraph.. 
Pittsburg, Pa., Post 
Philadelphia, “Pa., Gazette. 
San Francisco, Cal., Chronicle. 
Chicago, Ill., Chronicle.......... ecece 
Chicago, Ill., Dispatch..... 
Chicago, Ill., x “cou 
Baltimore, Md., 
Boston, Mass., Weenies 
Boston, Mass., 
Boston, Mass., 
New York, Morgen Journal.. 
New York, Staats Zeitung, morning.. 
New York, Times 
New York, Tribune.. 
New York, Zeitung... 
New. York, Herol 
Cincinnati, Ohio, Enquirer. 
Cleveland, "Ohio, Leader, morning and 
evening 
Philadelphia, Pa., 
Pittsburg, Pa., Pr 
Pittsburg, Pa. 
Ww ashington, 
and evening cocecece 
yee sk Minn., Tribune . 
Newark, N. J., Evening News.. 
Indianapolis Ind., ee 
Detroit, Mich., Free Press. 
Pittsburg, Pa., * Dispatch.. 
Chicago, I1l., Abend-Post.. ° 
Pittsburg Pa., Commercial Gazette. . 
St. Paul, Minn., Dispatch 
Providence, R. 1, Evening Bulletin. . 
Cleveland, Ohio, ’Plaindealer, morn- 
ing and evening 
Washington, D. C., Evening Star. . 
Baltimore, Md., Morning Herald.. 


WOOD WWW WKOnWN 


36,000 
35333 8 


33.604 


‘Kansas City, Mo., 


27 


Providence, R. By Rvaaleg Tolga 30,722 
Brooklyn, N. Y., Eagle. +see08 29,000 
Pittsbur; ader e+e 25,872 
Denver, ts Roc oo News. 25,718 
Philadelpia, P Pa — latt....... . 25,540 
Mise, seeseececs 24,900 

New York, N "iiveniag’ Post...... 24,037 

N ¥., Democrat and 


Portland, Ore., Mornin 
Kansas City, Mo., World 
Journal.. 

Atlanta, Ga., Journal ° 
Grand Ra; ids, Mich., Evening Press. 
Albany, Times-Union... 
Omaha, Neb, “World-Herald. 

San Francisco, Cal., Bulletin 
Denver, Col., R iblican. 
Washington, ’D. » Post..... 
Chicago, Iil., Drovers’ Journal 
Chicago, Ill., Evening Post.. 

Boston, Mass. -, Traveler..... 

Detroit, Mich., Journal 
Minneapolis, Minn. i ournal........ 
Buffalo, N. Y., Evening Times 

New Yerk, Morning Telegraph 
Cincinnati, Ohio, Commercia -Tribune 
Cincinnati, Ohio, Abend Presse 
Cleveland, Ohio, Recorder....... 
Cleveland, Ohio, World...-.. 
Philadelphia, Pa., Demokrat 
Philadelphia, Pa., | cman Call. 
Philadelphia, aie Times. 

Kansas City, 








Syracuse, N. Y., Evenin tse 
Springfield, Mass., Union, morning 
And CVOMIN.. 5... ccccccccccese ove F 


6 Columbus, O io, Evening Press... 


Columbus, Ohio, Morning Post..... 

Los Angeles, Cal., Times 

Denver, Col., Evening Post.... 

Toledo, Uhio, News 7,816 

Milwaukee, Wis., an Wisconsin so 

San Francisco Cal. 8 

Chicago, IIl., iiliacke § Staats Zeitung. ie 

vanes Ti., ; Abendblatt 

Louisville, Ky. " d 

Boston, Mass., Fein nd Transcript. . see 

St. Paul, Minn., Pioneer Press.. 

New York, Evening Telegram. 

New York, Mail and Express.. 

Cleveland. Ohio, Waechter 

Philadelphia, Pa., men American... 

Pittsburg, Pa., New 

Memphis, Tenn., Cucnenesehad ‘Appeal 17,182 

Louisville, Ky. ‘Courier Journal..... 17,073 

Toledo, Ohio, Blade. «..2 0665 54.568 16,86: 

San Francisco, Cal., Evening she rd - 16,75) 

ra ag o. Svornost. Pebedes se 

Buffalo, N. Y., Morning Express. . 

Salem, Mase, “Evening 

New Orleans, La., Item 

New York, N. Y., ewish News 

Rochester, N. Y., Union & wreege = 4 

Des Moines, la., "News 

Jersey City, N. VJs Evening 

Kansas ies Mo., Drovers’ 
Hartford, Conn., “Times... 

New Haven Conn., Union.. 

Brockton, Mass, Times......+ 

Worcester, Mass., Telegram.... 

New Orleans, La, States.. 

Seattle, Wash. Post- Intelligencer. oes 

Manchester, N. H., Union...... gsows 
Springfield, Mase “Republican. 
estchester, Pa., Local Ni News. 

Syracuse, , Pos 

Columbus, Ohio, State Journal 

Lynn, Mass., Item 

Providence, R. a 


jw ]~)~)~)~)~)~)~)~)~) 


fournal.. 
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Denver, Col., Times.++.+ssssseeeeeeee 
Chicago, in pos Hlasatel, 

Chicago Presse, morn & eve 
Tonicene, ney. .» Commercial... 
Baltimore, Md., American......++++++ 
Detroit, Mich., * Delbumes ss 00ce.s.5ses 
St. Paul, Minn., Globe 

Sieeny, N. Y., Press and Knicker- 


bocke 
P< ma N. Y., 
New York, Counienal ‘Advertiser. 
Rochester, N. Y., cane 
aaa Post-Express....... 
Troy, N Times..... 
Columbus, Ohio, ions -* tch.. : 
iladelphia, Pa., Evening Telegrap 
Pawtucket, R. I., Evening Times..... 
Milwaukee, Wis., ~ er woewccecces 
Milwaukee, Wis., Sentinel............ 
Baltimore, Md., News 
vington, Ky., Post....-.sseseseeess 
Buffalo, N. Y., Commercial.......... 
Indianapolis, Tnd., a gonene- oboevese 
iptlanaeene, Ind., Suns ....ceccccoses 
New Orleans, La., ” L’Abeille...+.+.+. 
New Bedford, Mass., Standard....... 
Topeka, Kan., State Journal.......... 
any, N. Y,, Morning Express. obese 
Wichita, Kan., Eagle....... agdd 
Albany, N. Y., oa 
Topeka, Kan., apital....... Se 
Des Moines, Ia., Leader 


1 
ececPorts og Evening Post.,... 


Houston, Texas, P. 
Wilkesbarre, Pa., Record. 
Anaconda, Mont., Standard. . 
Lowell, Mass., a News 
Binghamton, N - Y., Leader 
Richmond, Va., T ig Times 
Cincinnati, Ohio, Volksfreund........ 
Oakland, cal., Tribune....... oescess 
Seattle, Wash., Times.......sseceeeee 
Lee poe N. Y., Herald 
Salt Lake City, Utah, Tribune........ 
Grand Rapids, Mich., Herald 
Lowell, Mass. Sun..... osbeows 
Utica, N. . 
Evansville, Ind., ale ie pesee ‘ee 
Utica, N. Y., Observer... owete 
Pottsville, Pa., Republican....... cove 
Los Angeles, tal. 
Son Jone, Na Mercury i 
ridgeport, Conn., rota nion... 
Hartford, nn., Courant... 
Hartford, Conn., TREE ea tats ian 
Chicago, TL, Republikaner gonedtecee 
Chicago, Ill., Skandinaven.......... 
Chicago, Ill., Sun 
Peoria, Ill. i, Journal 
Indianapolis . Ind., Sentinel.... 
Des Moines. Ia., State Register...... 
Leavenworth, Kan,, Ti 
Louisville, Ky., Evening Post........ 
New Orleans, Ta., Picayune 
New Orleans, La * Times-Democrat. . 
Baltimore, Md., Der. Deutsche Corre- 
SPONENE. ...ccceccscsccdccscetseces 
Boston, Mass., Advertiser....... 
Worcester, Mass., Evening Post 
Worcester, Mass., Spy 
Grand Rapids, Mich. " Scmccrat 
St. Joseph, Mo., 
St. Louis, Mo., » Aaron des Westens 
St. Louis, Mo., Die Westliche Post... 
Lincoln, Neb., State Journal... 
Newark, , Advertiser......... - 
Brooklyn, N. ¥., 
Brooklyn, N. Y., Freie Presse 
Brooklyn, i Y., Standard-Union.... 
Buffalo, N. Y. , Courier-Record.. enact 
New York, ournal of Commerce 
New York’ taats-Zeitung, evening... 
Troy, N. Y., Press 
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a ng Ohio, Evening News ...-..++ 
Toledo, Oh Ohio, Ye Press 
Toledo, Ohio, Bee 
n, a 
Poe Ore., th Telegram... 
Philadelphia, Pa., Evening Star 
Philadelphia, Pa., News.... 
Reading, Pa. , Eagle. ewes i. 
Scranton, Pa., Truth; .....4 
Nashville, Tenn., American 
Nashville, Tenn., Banner .... ‘ 
ex., Morning News......... 
Richmond, Va., Dispatch............- 
Milwaukee, betes rmania Abend- 
Post. coveebesedsececice 
Milwaukee, Wis., News. 
Scranton, Pa., Times.. 
Detroit, Mich., Abend Post........... 
Elmira, a ” Advertiser be 
Milwaukee, Wis. » Der Seebote..,.... 
Manchester, N H.,Mirror & American 
Birmingham, Ala., pestesasone. ote sh 
Sioux a » Journal 
Guthrie, la. tate Capital. ides esee 
ate Wash. Spokesman-Review. 
tica, N.Y., Morning Herald. 
Saginaw, Mich., Evening News. 
Brockton, Mass., Enterprise ......... 
Sacramento, Cal., Evening Bee....... 
Springfield, Mass., News 
oboken, N , Observer. ° 
Chester, Pa., Timne8 i occeceosst< 
Fall River, Mass., Globe... 
Paterson, N. J vans News. 
Binghamton, N. Republican 
Wilmington, Del., Veto 
Butte, Mont., Miner 
rag Pa., Star-Independent. . 
Holyoke, Mass., Transcript 
Portland, a 09  Eyeniog xpress 
Paterson, N Morning Call........ 
Saginaw, Mich., Courier-Herald...... 
Sioux City, Ia. “Tribune......... eoees 
Bloomington, Tii., Pantagraph 
Trenton, N, rue American 
Kansas City, Mo. .» Mai mressetotethoes 
Joliet, Ill., News..... vewee 
pokane, Wash., Chronicle. . 
Bangor, Me., Commercial. sheede~ ibe 
Dubuque, 'a., Times...........-.00+8 
Springfield, Ohio, Morning Sun...... 
Oakland, Cal. -» Enquirer....... 
Gloucester, Mass., Times 
Williamsport, Pa., 
Portland, Me., Eastern Argus 
Portland, Me., Press 
Batavia, N. Y., N 
Canton, Ohio, Repository 
Boston, Mass., Der Telegraph 
Elmira, N. Y. ” Gazette and Free Press 
Watertown, N. Wig TEMS ei cdceccece 
Cincinnati, Ohio, Zeitung. boveteceede 
oo Iil., Republican 
est Superior, Wis., Evening “Tele- 





eeeeeree 





gram 
Altoona, Pa., 

York, Pa. Disputes oe 
Buffalo, N. Y., Mercantile Review.. 
New London, Conn. .» Morning Tele- 


Badge rt, Conn., » Morning Telegram 
Fort Wayne, Ind., Sentinel..........- 
Burlington = a Free. Press.......... 
Salt Lake ity, Utah, Herald........ 


National Stoc’ Yards, TIL, Reporter.. 
McKeesport, Pa., News 
Watertown. N. v., Standard 
Elizabeth, N.J., Journal 
Erie, Pa., Times 
Burlin on, Vt., News 
Terre Haute Ind., Gazette... 
rear Pa. P Democrat... 

obile, Ala., Registeg 
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Montgomery, Alas, Advertiser....... 
Little Rock, Ark., Gazette........... 
Fresno, Cal., Morning Republican.... 
Los Angeles, Cal. creme g Express... 
Los Angeles: Cal., Record.........4. 
Oakland, Cal., Times.......:.. ad duke 
Sacramento, Cal., Kecord- Union...... 
San Diego, Cal., Union 

San Francisco,Cal.,La Voce del Popolo 
San Jose, Cal., Herald 

Bridgeport, Conn., Evening News.... 
Danbury, Conn., Evening News 
Middletown, Conn., Penny Press. 
Wilmington, Del., Every Evening.... 
Macon, Ga., Telegraph 

Chicago, Ill , Dziennik Chicagoski.... 
Peoria, IIL, 

Peoria, Ill., Transcript 

Quincy, Ill., Journal 

Evansville, lad., Evening 

Evansville, Ind., News... 
Burlington, Ia., Hawkeye 

Davenport, Ia., Leader. . 

Des Moines, Ia., Capital 

Dubuque, Ia., Evening Globe Journal 
Dubuque, Ia., Telegraph 

Atchison, Kan., Champion... 
Louisville, Ky., Anzeiger 

Lewiston, Me., Evening Journal 
Baltimore, Md., Journal.......... eevee 
Fall River, Mass., News 

Haverhill, Mass., Evening Gazette.... 
Lawrence, Mass., American........++ 
Lowell, Mass., Morning Citizen. 
Lowell, Mass., Mail dae 
Newburyport, Mass., News.........+ 
Worcester, Mass., Evening Gazette... 
Detroit, Mich., Volksblatt 


Kalamazoo, Mich., Evening News.... 


Kalamazoo, Mich., Telegraph 
Duluth, Minn., News-Tribune 

St. Joseph, Mo., Gazette 

St. Louis, Mo., Amerika 

Helena, Mont., Independent. ... 
Newark, N. J., Freie Zeitung.. 
Albany, N. Y., Argus 

Buffalo, N. Y., Demokrat.... 
Buffalo, N. Y., Enquirer 

Elmira, N. Y., Evening Star..... 
Newburgh, N. Y., N. 

New York, Listy 

New York, Volks Zeitung 

Rochester, N. Y., Times. 

Syracuse, N. Y., Journal... 
Syracuse, N. Y:, Standard. 

Yonkers, N. Y., Herald 

Akron, Ohio, Beacon-Journal.. 
Cincinnati, Ohio, Anzeiger 
Cincinnati, Ohio, Freie Presse 
Cincinnati, Ohio, Volksblatt 

Dayton, Ohio, Evening Herald 
Dayton, Ohio, Times 

Toledo, Ohio, Express........+++++ << 
Harrisburg, Pa., 

Lancaster, Pa., New Era 
Philadelphia, Pa., Evening Herald... 
Philadelphia, Pa., Volksblatt. 
Pittsburg, Pa., Beobachter 

Pittsburg, Pa., Freiheits Freund 
Pittsburg, Pa., Volksblatt 

Pottsville, Pa., Evening Chronicle.... 
Scranton, Pa., Republican......... oe 
Scranton, Pa., Tribune 

Wilkesbarre, Pa., Times 
Williamsport, Pa., Gazette & Bulletin 
Pawtucket, R. L., Evening Post 
Providence, R. L., 

Woonsocket, R. I., Evening Call 
Woonsocket, R. I., Evening Reporter 
Charleston, S. C., News & Courier... 
Sioux Falls, S. D., Argus-Leader 
Chattanooga, Tenn., Times.......... 
Knoxville, Tenn., Evening Sentine).. 
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Memphis, Tenn., Evening Scimitar... 

Galveston, Tex. 

San Antonio, Tex., Express... 

Salt Lake City, Utah, ret News. 

cee Ada Bag se a ane ds avhe ‘4 
etersburg, Va., Index-A ° ° 

Tacoma, Wash. ho ~te os 

Wheeling, W. Va., News... 

Milwaukee, Wis., Herold 

Fitchburg, Mass., Sentinel. 

Wichita, Kan., Beacon. ° . 

San Diego, Cal., Evening Tribune ... 

South Omaha, Neb., Drovers’ Journal 

Ogden, Utah, Standard....,.....++.+¢ 

Altoona, Pa., Evening Gazette....... 

Galveston, Tex. 

Newport, R. I., 

Passaic, N. J 

Tacoma, Was 

penueoon. Y 

san Fr 


Augusta, Me., 
Schenectady, N. Y,, Gazette. 
Knoxville, Tenn., Tribune... 
Oshkosh, Wis., Northwestern. . 
New London, Corn,, Day. ... 
Rockford, Il)., Register-Gaze' 
Stockton, Cal., Evening Mail 
Erie, Pa., Journal ° 
Mansfield, Ohio, News 
Altoona, Pa., Morning Tribune...... 
Williamsport, Pa., Evening News.... 
Findlay, Ohio, Republican 
Yonkers, N. Y., Statesman 
New Bedford, Mass., Mercury 
Stockton, Cal., Independent.......... 
Marshalltown, Ia., Times-Republican 
Decatur, Ill., Review 
Sioux City, Ia., Times 
Saginaw, Mich., Evening Globe ..... 
Camden, N. J., Post.........sss00+ as 
Columbia, S. C., State 
Pittsfield, Mass. 
West Superior, 
Guthrie, Okla., Leader....... ogeteide 
North Adams, Mass., Evening Herald 
Norwich, Conn., Evening Record. ...« 
Lafayette, Ind., Evening Cali 
Rome, N. Y., Sentinel. ..... +» da hanks 
Phenix, Ariz., Herald 
Burlington, Ia., Democrat-Journal... 
Fresno, Cal., Exposi 
South Bend, Ind., Tribune. 

anesville, Wis., Gazette. 

exington, Ky., Leader 
Pheenixville, Republican. 
Washington, Pa., Reporter... 
Rockford, Ill., Morning Star 
Austin, Tex., Evening 
Pottstown, Pa., News.....+ 
Concord, N. H., Evening Monitor.... 
Port Huron, Mich., Times 
Waterbury, Conn,, Evening Democrat 
New Brunswick, N. J., Home News.. 
Plainfield, NF Pres: 
Amsterdam, N. Y., Democrat and Re- 

COWES vcnesccsyssscqnescenses¢ omase 
Ottumwa, la., Courier 
Schenectady, N. Y., Evening Star.... 
foimatens, Pa., Trib 

attle Creek, Mi 
Columbus, Ohio, Express 
Gloversville, N. Y., 
Shamokin, Pa., Dispatch 
Birmingham, Ala., State Herald... .- 
Little Rock, Ark., Democrat 
San Francisco, Cal., Democrat 
Denver, Colo., Mining Record 
Leadville, Colo., Herald-Democrat... 
Leadville, Colo., Evening Chronicle. . 
Ansonia, Conn., Evening Sentinel. .., 
Bridgeport, Conn., Evening Farmer. . 
Bridgeport, Conn., Standard 
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Meriden, Conn., Record 
Meriden, Conn., Republican 
New Haven, Conn., Evening Leader. 
New Haven, Conn., Evening Register 
New Haven, Conn., Journal Courier. 
Stamford, Conn., Advocate 
Willimantic, Conn., Chronicle 
Wilmington, Del., Evening Journal.. 
Wilmington, Del., Mornin ews... 
Jacksonville, Fla., Times-Union 
Augusta, Ga., Chronicle 
Augusta, Ga., Herald 
Columbus, Ga., Enquirer-Sun 
Columbus, Ga., Ledger 
Savannah, Ga., Morning News 
Aurora, Ill., News 
Chicago, Ill., Arbeiter-Zeitung 
Elgin, IllL., 
Peoria, Ill., Demokrat 
Peoria, IIl., Evening Times. 
rey, lll., Whi 
pringfield, I1l., State Pe io 
Springfield, [ll., State Register. 
ort Wayne, [nd., Journal 
Fort Wayne, Ind., 
Indianapolis, Ind., Tribune 
Indianapolis, Ind., Live Stock Journal 
Lafayette. Ind., Courier . 
Lafayette, Ind., Morning Journal.... 
Muncie, Ind., Morning News.. . 
Shelbyville, ind., Democrat. 
Terre Haute, Ind., Express.... 
Terre Haute, Ind., Tribune... 
Buriington, la., Gazette 
Cedar Rapids, fa., Gazette 
Cedar Napids, Ia., Republican 
Council Bluffs, la., Nonpareil 
Keokuk, Ia., Gate Ci 
Atchison, Kan., Glo 
Lexington, Ky., Morning Herald 
Bangor, Me., News ..........0+00+- oy 
Bangor, Me., Whig and Courier 
Fall River, Mass., Herald 
Fall River, Mass., L’Independant.... 
Fitchburg, Mass., Evening Mail 
Gloucester, Mass., B 
Haverhill, Mass., Bulletin... 
Holyoke, Mass., Democrat... 
Lawrence, Mass., Sun 
Lawrence, Mass., Telegram.... 
Malden, Mass., Evening Mail.. 
Malden, Mass., Evening News... . 
Newburyport, Mass., Herald 
Northampton, Mass., Gazette 
Northampton, Mass., Herald 
Pittsfield, Mass., Evening Journal... 
Salem, Mass., Gazette 
Waltham, Mass., Evening News.. 
Battle Creek, Mich., sad 
Bay City, Mich., Tri oa 
ackson, Mich., Citizen........ 
ackson, Mich., Morning Patriot. 
uluth, Minn., Evening Heraid 
Minneapolis, Minn., Daglig Tidende. 
St. Paul, Minn., Volkszeitung 
Winona, Minn., Herald 
Vicksburg, Miss., Herald 
Kansas City, Mo., Presse 
St. Joseph, Mo., Herald 
St. Louis, Mo., Abend Post 
St. Louis, Mo., Tribune 
Springfield, Mo., Leader-Democrat... 
Springfield, Mo., Republican 
elena, Mont., Herald 
Omaha, Neb., Hotel Reporter 
South Omaha, Neb., Stockman 
Dover, N. H., Foster’s Democrat. 
Portsmouth, N. H., Ti 
Atlantic City, N. 2 
Bridgeton, N. J., Evening News 
Camden, N. J., Review 
Elizabeth, Mi by Leader 
Jersey City, N. J., News.....sceeeees 


POG ES Se te 


Plainfield, N. J., Courier-News .....+ 

Auburn, N. Y., Advertiser 

Auburn, N. Y., Bulletin 

Buffalo, N. Y., Volksfreund 

Cohoes, N. Y., Evening Dispatch..... 

Elmira, N. Y., Evening News 

eres, N. Y., Evening Journal.. 
ewburgh, N. Y., Register 

New York, Courrier des Etats-Unis.. 

New York, Wall Street News 

Oswego, N. Y., Palladium 

Oswego, N. Y., Ti 

Poughkeepsie, N. Y., Evening Star... 

Schenectady, N. Y., Uni 

Troy, N. Y., Recor 

Akron, Ohio, Democrat 

Canton, Ohio, News-Democrat 

Columbus, Ohio, Der Westbote 

Dayton, Ohio, Journal 

Hamilton, Ohio, News 

Hamilton, Ohio, Republican 

Springfield, Ohio, Democrat. 

Springfield, Ohio, Gazette 

Springfield, Ohio, Republic-Times ... 
oledo, Ohio, Commercial 

Youngstown, Ohio, Telegram.. 

Zanesville, Ohio, Signal 

Allentown, Pa., Chronicle and News. 

Allentown, Pa., City Item... aoe 

Allentown, Pa., Leader .. 

Chester, Pa., Republican. 

Columbia, Pa., News .... 

Easton, Pa., Free Press 

Erie, Pa., Morning Dispatch. 

Greensburg, Pa., Tribune 

Harrisburg, Pa., Patriot 

Harrisburg, Pa., Telegraph 

Lancaster, Pa., Examiner 

Lebanon, Pa, Evening Report 

McKeesport, Pa., Morning Herald... 

McKeesport, Pa., Times 

Norristown, Pa., Register. 

Oil City, Pa., Derric 

Philadelphia, Pa., Abend Post....... 

Pittston, Pa., Evening Gazette 

Pottsville, Pa., Miners’ Journal 

Reading, Pa., i 


«Reading, Pa., Times.:........++++ evs 


West Chester, Pa., Morn. Republican 
Wilkesbarre, Pa., Evening Leader.... 
Williamsport, Pa., Times. 

ork, Pa., Gazette 
Newport, R. I., Herald....... eecccce 
Pawtucket, R. 1., Tri 
Westerly, R. I., Sun 
Westerly, R. I., Tribune 
Sioux Falls, Ss. D., Press.... 
Chattanooga, Tenn., News........... 
Knoxville, Tenn., Journal............ 
Austin, Tex., Statesman 
Dallas, Tex., Times-Herald 
Fort Worth, Tex., Mail-Telegram.... 
Rutland, Vt., Herald. Re waree 
L 9g Va., News. 
Norfolk, a., Landmar 
Richmond, Va., State. 
Tacoma, sh., News.. 
Charleston, W. Va., Mai 
Wheeling, W. Va., intelli 
Wheeling, W. Va., Regi 
Eau Claire, Wis., Leader 
La Crosse, Wis., Press 
Milwaukee, Wis., Kuryer Polski..... 
Milwaukee, Wis., Vorwaerts......... 
Hornellsville, N. Y., Tribune.. Ar 
Carbondale, Pa., Leader ee 
Soe pares Mich,, Evening Press : 

alesburg, Ill, Republican-Register. 
Galesburg, Ill., Evening Mail 
Albany, N. Y., Taeglicher Herold ... 
Pheenix, Ariz., Republican 
Danville, Ill., Commercial.. 
Columbia, S.C., Register 
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Port Jervis, N. Y., Evening Gazette.. 
Lockport, N. ¥., Union-San 

Fargo, N. D., Fo 

Bid eford, Me. -» Journal 

Oneonta, N. Y., Star..... 

Newark, Ohio, Advocate 

Mahanoy City, Pa., Record 
Sedalia, Mo., Democrat 

Doy net "Pass Republican .... 
Charlotte, N. ews 

East Liverpool, This. Crisis.. 

Salem Ore., Capital- Journal .. 
Greenbay, Wis., Advocate 
Logansport, Ind , Reporter 
Frederick. Md., 
Piqua, Ohio, Call. 
San wan Cal., Sun 
Lockport, N. Y., Review 
Midd etown, N. » Press . 
Muncie, Ind., Times 
Marion, Ind., Chronicle 


Rockford, Ill., Republic 
Astoria, Ore. ., Morning Astorian 
New Whatcom, Wash., Reveille 
Mauchchunk, Pa. News 
Cortland, N. » oe ‘Standard 
Nevada City, Cal., Transcript .. 
Marion, Ind., Morning News 
Marietta, O., "Regi 
Crawfordsville, ‘Ind. , Journal 
Monmouth, IIl., 
Titusville, Pa., "Morning Herald 
Eureka, Cal., 
Colorado Spr’ gs, Col, Ev’g shaadi 
Crookston, Minn., Times. 
Freeport, Ill., Bulletin 
Moline, IIl., Republican- Journal 
Boise Cit ‘Idaho, Statesman 
Great Falls, Mont., Tribune......... > 
Flint, Mich., ae Journal 
Plattsburg, 
Clinton, Herald 
Secbanea “Mich., Chronicle 
Ashtabula, O., Beacon 
Parkersburg, W. Va., Sentinel 
Bath, Me., Times 

Lasalle, Til., Tribune. 
Hutchinson, Kan., News 

ome, Ga., Hustler 
Waterville, Me., Evenin: 
Vineland, Md ‘ke 
Matteawan, Zep 
Nyack, N. Y., rides Star 
Albany, Ore., Morning Herald 
Bucyrus, oO., Evening Telegraph 
Adrian, Mich, Times and Expositor. 
Henderson, Ky. -» Gleaner 
Astoria, Ore., Evening News 
Provo City, Utah, Enquirer 
Kenton, O., News-Republican 
ndependent.. 


Santa Barbara, Cal., 

—- Tenn ,S 
iverside, Cal., 

Riverside, Cal., Press 

Birmingham, Ala. -» Ledger 

Montgomery, Ala., Journal 

San Bernardino, Cal., 

San Diego, Cal., Vidette 

San Francisco, Cal., L’ Italia 

Santa Barbara, Cal., Morning Press.. 

Stockton, Cal., Record... 

Cripple Creek, Col., Morning Times. 

Denver, Col.. Hotel’ Bulletin 

Torrington, Conn., Register 

Waterbury, Conn., American 

Waterbury, Conn., Republican... 

Winsted, Conn., Evening Citizen. 

Pensacola, de * ’ News 

Tampa, Fia., 

Augusta, Ga Tribune 

Savannah, Ga., Press 

Belvidere, IL, Republican. Seve sees 


Times-Index... 


od 


Bloomington, Ill., Leader........ Sts 
Moline, IIl., Dispatch 

Moline, Il1., ’ Evening Mail.. 

Rock Island, Tll., Argus. .,.++.ssee0- 
Rock Island, Iil., Union 

Brazil, Ind., 

Evansville, ‘Ind., Demokra 
Evansville, Ind., Journa’.. 

Fort Wayne, Ind., Gazette. ‘ és 
Laporte, Ind., Herald. .........++++++ 
Logansport Ind., Pharos . 

Marion, Ind. , Leader 

Muncie, Ind., Herald 

New Albany, Ind., Ledger 
Richmond, Ind., Evening Item 
Creston, Ia., Morning American 
Dubuque, Ia., Herald 

Muscatine, Ta. Evening Journal... 
Waterloo, Ia., Cousbdticseueec sinc bees 
Pittsburg, Kan., Headlight 
Covington, Ky., Commonwealth 
Owensboro, Messenger.... 
Portland, Me., Y Aboartiae. 
Baltimore, Md., Record 2° 
Cumberland, Md., Evening Times.... 
Clinton, Mass., Item 


Milford, Mass., 
Quincy, Mass., 

nn Arbor Mich., eostan —- 
Calumet, Mich., Evening News.. 
Kalamazoo, Mich., Gazette 
Lansing, Mich., State Republican. . 
Marquette, Mich., Mining Journal. 
Muskegon, Mich., Morning News.. 
Niles, ich., Diibies.0bs., 2 
Owosso, Mich., American. . 


Owosso, Mich., Evening Argu: L 
Saginaw, Mich. .» Evening Leader.... 
Redwing, Minn., Republican..... . 
Jackson Miss., Clarion-Ledger.. 


ackson, Miss., Evening News 
feridian, Miss., Heral 
Meridian, Miss., News 
Carthage, Mo., Democrat 
oplin, Mo., Herald 
oplin, Mo., News 
t. Louis, Mo., Hotel Reporter. 
St. Louis, Mo., Union Stock — 
Journal 
Missoula, Mont., Missoulian.. 
Dover, N. H., Republican ° 
Se og H., Evening Sentinel..... 
Nashua, N _H., yg OS Ee 
Nashua, N. H., Tele; 
Portsmouth, Ne H., 
Atlantic Cit: 
Bridgeton, Ny 3. 
Trenton, N. Je Rvening Times 
Weehawken, N. J., Dispatch 
Dunkirk, N. Y., Observer..... Svooeee 
Flushing. | N ae sm be ee 
Geneva, N. 
Henneiteriite, 
Ithaca, N. Y. Journal 
[onnstown, N. Y., Republican 
ton, N. Y., Leader 
Little Falls, N. ¥., Evening Times.. 
Lockport, N. Y., 
Middletown, N.' 
Newburgh, N. Y., 
Niagara Falls, N. Y., Cataract.. 
Niagara Falls, N. Y.. Gazette 
North harcomaggt ants: . Y., Evening 


New 
Olean. N. Y., Tim 
a N. es "Voiksblatt 
Saratoga Springs, N. Y., a 
Syracuse, ‘*. » = Courier 
Grand Forks, N. D., Herald. 
Alliance, Ohio, Leader. . 
Alliance, Ohio, Review 
Chillicothe, Ohio, Gazette...... 
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Conneaut, Ohio, Post-Herald I 
Ironton, Ohio, Republican... 
Loraine, Ohio, aye Herald baéod qe 
Mansfield, Ohio, Shield S66 
Massillon, Ohio, Independent. 
Middletown, Ohio, ee 
Middletown, Ohio, al 
Mount Vernon, Ohio, News. 
Newark, Vhio. Tribune. 
Painesville, Ohio, Evening Telegraph 
» Ohio, New 
Sandusky, a » fouraal and Local... 
Sandusk ie BUST ocvcsccccicee ° 
Steubenville, 0 O., Gazette. 
Steubenville, O., Herald.. 
Steubenville, O., 
Tiffin, O. Tribune and Herald 
Urbaaa, O., T Times-Citizen.. 
Warren, O., Chronicle... 
War Tribane 
Xenia, Se enccis se and Torchlight. . 
Zanesville, O., Courier ........++..+++ 
Zanesville, O., Times- Recorder ...... 
Salem, Ore., Statesman 
Ashland Pa., Evening Telegram ..... 
Braddock, Pa., Evening = GRC RET 
Bradford, Pa., Evening Star 
Chambersburg, Pa., Franklin Repos’ y 
Chester, Pa., Evening 
Columbia, Pa. Sp 
Doylestown, Pa., 
Dvbois, Pa., Evening Express. 
Erie, Pa., Evening Herald. 
Lebanon, ee Sen ocsede 
Mahanoy City, Pa., American 
Middletown, Pa., Journal Ss deecdes eee 
Mount Carmel, Pa., News..... of 
Nanticoke, Pa., N 
Newcastle, Pa., Courant-Guardian.. 
Norristown, Pa., Times 
Pottstown, Pa., Ledger 
Reading, Pa., Die Post 
Reading, Pa., Herald........ pisddedete 
Shamokin, Pa., — 
Shamokin, Pa., New: 
South Bethlehem, 1 ~ Star 
Towanda, Pa., Review 
York, Pa., A 
Woonsocket, 
Nashville, Tenn. -, Su 
Denison, Tex., H .» Herald..... 
Houston, Tex., Herald 
Navasota, Tex., Examiner. 
San Antonio, Tex. SME dcwedeess ‘ 
St. Albans, Vt., Messenger..........+ 
Alexandria, Va., Times........... eee 
Danville, Va., i 
Lynchburg, Va., Advance.......... w 
ewport News, Va., Press. 
Norfolk, Va., Public Ledger 
Roanoke, Va., Evening 
Roanoke, Va., 
Ashland, Wis., Press....... aods 
Greenbay, Wis., Gazette 
Marinette, Wis., Eagle 
anesville, Wis., Recorder.... 
aukegan, III., Register 
Reno, Nev., Evening Gazette 
Burlington, | a 
Owego, N. Y., Reco I 
Parkersburg, Ww. Va., State Journal.. 1,000 


Four dailies in the Directory have 
their circulation rating followed by 
this character, +, which means that 
the accuracy of the rating has been 
questioned. For this reason they are 
not included in the above list. They 
are : 


 eaeainge 5 Item. 
Paterson, N. J., Guardian, 
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Fort Madison, la, Democrat. 
Fort Madison Morning News. 
A complete list of all the daily news- 
pers in the Dominion of Canada and 
Newfoundland, accorded 1,000 circu- 
lation or more, is as follows : 
Montreal, P. 
Montreal, P. Sear... yo sn bo 58 45,9 
Toronto, ‘Ont. ; Evening News.. 
Toronto, Ont., Glo 
Toronto, Ont., Mail and Empire 
Toronto, Ont., Worl 
Toronto, Ont., Evening Telegram.... 
Toronto, Ont., Evening Star 
Montreal, P: é., Witness. 
Winnipeg, Man., 
Montreal” FF: @.. "La Minerve 
Quebec, P. 3 L’Evenement...... vena 
Montreal, P re. Gazette 
De. } ohn, N: B., Globe 
St. John, N. B., Telegraph......+.... 
London, ‘Ont. a Free Press 
a Ont., 2 uct — eeeses 


Levis, P ib’ Q 


Stans ce » Citi 
rantford, Ont., Expositor... . 
Kingston, Ont., "British Whi: 
Vancouver, B. C., World 
Halifax, N. S., Acadian Recorder.... 
Halifax, N.S., Herald..........c0++0 
Hamilton, Ont., Herald 
Hamilton, Ont., Spectator 
Hamilton, Ont., Times 
London, Ont., ‘Advertiser 
Ottawa, Ont., Free Press 
mebec, > » Mercury 
 Soweting Chronicle.. 
, Telegraph 
nt. “an Sentinel-Review.. 
Brovkvilie ‘Ont., Times 
Chatham, Ont., “Planet 
Victoria, B. C., Colonist 
Winnipeg, Man., Tribune 
St. John, N. B., Gazette 
Relleville, Ont., Sun 
Brantford, Ont., Courier. 
Chatham, Ont., Evening Banner 
Kingston, Ont., N 
Peterborough, Ont., Examiner 


St. John, Nfd., Evening Telegram.... 
St. John, Nfd., Evening Herald 
— +o 

THERE arethree classes of newspaper 
publishers—first, those who believe an 
advertiser is entitled to know their cir- 
culation and are willing that he should 
and to take any and every step desirable 
for accomplishing the purpose; second, 
those who wish to have an advertiser 
think that they wish tohavetheircircula- 
tion known, but are determined to avoid 
that result by every means possible ; 
third, those who believe that their circu- 
lation is a private matter and concerns 
noone but themselves, and that inquiries 
concerning it arean impertinence. :Pub- 
lishers of the first and third classes are 
honest men, but those of the second class 
arenot. Every publisher who reads this 
knows in which class he belongs. —Zai- 
torial in PRINTERS’ INK; Océ. 13, 1897. 











THE 


MINNEAPOLIS TIMES 


does not have to make misleading statements 
to convince advertisers that it is the great 
advertising medium of Minneapolis, the 
largest city in the Northwest. 


ITS PLAIN FIGURES TELL 
THE STORY. 


It is the people’s paper. By its constant 
fight for the right—for the people’s rights, 
and against trusts and official wrongdoing— 
it has placed itself ahead of all its competitors. 


IT GUARANTEES A PAID CIRCULATION 
12,000 more 


than any other morning daily of Minnesota on 
week-days, and on Sundays MORE THAN 
DOUBLE that of any other Sunday paper 
published in its State or section. 

Its actual average net paid circulation, 
after deduction of unpaid distribution of all 
kinds, was for the month of November, 1897, 


Week-days, 2 7,269 Sundays, 40,2 50 


Its average circulation throughout 1897 was: 


Daily,. . . 26,577 Sundays, 42,941 


J. E. VAN DOREN SPECIAL AGENCY, 


PUBLISHERS’ DIRECT REPRESENTATIVES, 
31-32 Tribune Building, New York. {320 Masonic Temple, Chicago. 
ae . 











PRINTERS’ INK, 
Baaching a Million Homes. 


A large advertiser who had been using the magazines exclusively 
for several years recently came to Mr. E. St. Etmo Lewis, the adver- 
tising expert, and asked : ‘‘How can I reach a million homes ?” ‘Through 
the country paper,” was the reply. 

‘*The general advertiser with goods to sell to the masses can not 
hope to achieve the widest publicity, and consequently the largest sale 
for his goods, without the country paper. . 

‘«The country paper occupies a unique position among periodicals. 

‘* It is the fireside companion of thousands of women in the farm 
house and the village cottage. 

‘It is the organ of local politics, and as such sways and is carefully 
read by the farmer, merchant, mechanic and local magnate. 

‘*Tt penetrates and becomes a friend where the monthly and weekly 
and daily papers of so-called general circulation are unknown. 

‘It is an influence where all of these are accepted only for the 
amusement they afford. 

‘«The country paper is read by that large and important class of 
people whose reading begins and ends with the careful perusal of its 
columns. 

‘*Tt is the oracle of these million of homes, and as such it is of in- 
estimable benefit to the advertiser because he shares in its influence and 
unique field. 

‘‘For this the advertiser pays a very little price in proportion to 
benefits. 

‘‘ The system of co-operative publishing has reduced the charges to 
a fraction of worth. The system gives quick service. 

“‘ To-day I may hand my copy tothe Chicago Newspaper Union and 
in ten days I am soliciting orders for my goods through the columns of 
fifteen hundred country papers. 

“This system saves the advertiser the worry of making separate 
contracts, and the expense of clerk hire and postage ; it saves the ex- 
pense of checking bills, and keeping the run of the papers. 

‘The co-operative plan gives quality; it gives quantity; it gives 
these cheap. 

‘I can see no other good thing that an advertiser can ask in an 
advertising proposition.” 


THE CHICAGO NEWSPAPER UNION publishes 1,500 weekly 
papers in the Central West, the most prosperous rural district 
of thecountry. These papers are divided into nine lists, each 
list covering certain States. 

The advertiser may use all or any combination of these lists at 
proportionate rates, 


The Chicago Newspaper Union, 
No 10 SPRUCE ST., NEW YORK. 
No. 93 SOUTH JEFFERSON ST., CHICAGO. 


Catalogue and rates for a postal. 
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SOME PRINTERS’ INK TESTIMONIALS. 


MODEST MERIT MODESTLY MENTIONED. 

At the nt moment Printers’ INK is in want of some genuine testimonials 
that shall bicen forth the Little Schoolmaster’s transcendent merits—not fulsome 
flattery, but earnest, genuine praise from honest admirers. Testimonials are invited 
in this open way, because the Little Schoolmaster wants everybody to know that just 
now he is aching to be puffed. He invites his pupils to testi ials with 
care, write them out handsomely in a bold hand that will stand a photographic repro- 
duction, and then just send them in. Testimonials that do not appear to written 
in good faith will go into the waste basket. Such as seem genuine, but are badl 
written and poorly expressed, will be preserved with loving care, but not used. Suc’ 
as are well written and genuine, and expressed with judgment, will be reproduced for 
advertising purposes or copied and commented upon in these pages. Por the best 
dozen testimonials a sterling Souvenir Printers’ Ink Spoon will be duly sent, one to 
each of the dozen writers, and to the writer of the testimonial that is the best, the 
best expressed, the honestest and the most genuine, there will be sent in due time a 
solid silver Loving Cup, upon one side of which there shall be engraved the golden 
words in which the testimonial was expressed, and on the other the name of the 
writer, the date, and some account of the object of the cup and the affectionate regard 
in which the successful pupil is and ever shall held by his loving teacher. You 








who admire the Little Schoolmaster and his plain, straightforward but modest ways, 


can not do better than to 
That letter may win the 





_ write a letter and give expression to your feelin 
vin 


Ss. 
ig Cu Let it be addressed to Printers’ Inx, A 
Little Schoolmaster in the Art of Advertising, New York.--Printers’ Ink, Dec. 8. 
vVvVVT VY 
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I eee! do not believe that a writer or 
buyer of advertising can be a non-reader of 
Printrrs’ Ink and be a success. The fruits 
and flowers can not grow without the sun or 
the dew. But why “ paint the lily”? Iam 
grateful for my good success to the little bi 
schoolmaster ; but should I tell you why an 
repeat here the many, many favorable news- 
‘ea g and journal comments about your hum- 
ble servant, tell you how much I have made 
and saved for my employers,whom I have ben- 
efited, etc., etc., I would consider it a bigger 
ad for myself than praise due you. This let- 
ter is not written as an occasion for free pub- 
licity, but as an expression of my high opin- 
ion of your priceless usefulness in the adver- 
tising world. 
When Printers’ Ink ceases preaching, I 
want to cease practicing. Yours in the faith, 
Samue. Davis, Adv. Mgr. 
Cuicaco, Jan. 6, 1898. 


Dear ALMA Mater—I have had Printers’ 
Ink almost from its initial number, and take 
toit naturally. It is theon/y periodical whose 
every page | invariably scan. 

Its imitators and their jealousy of its suc- 
cess attest its merit. 

To its teachings I attribute my own success- 
es in adwriting, andI have won a dozenor 
more cash prizes, mostly in amounts of $100 
and $50 each (one against over 10,000 com- 
petitors). 

From my first soc.-ad in Printers’ Inx I 
received direct returns of $212, and several 
times as much indirectly. 

hus by intuition, observation and ex- 
perience, can speak well of the Little 
Schoolmaster in the art of advertising. 
W. H. Eastman. 
East SuMNER, Me., Jan. 7, 1898. 


We note some of the strong indorsements 
that Charles Austin Bates and others make 
of Printers’ Ink. We can go Mr. Bates one 
better. We have learned by acareful study 
of Printers’ Ink how to make from $20,000 
to $30,000 a year clear profit. 

Yours very truly, 
N. C. Merrit, 
Pres. World Printing Co, 
Denver, Col., Jan. 4, 1898. 


A few years ago I became the owner and 
publisher of a country weekly in a Southern 


vvv vvvvy 


California town. The paper was amy well 
blessed with advertising patronage. I sub- 
scribed for a few copies of Printers’ Inx-—- 
18, I think—and distributed them each week 
among my advertisers and those I wished to 
become patrons of the paper. My business 
actually increased 50 per cent in the first 
three months, and kept on increasing until I 
sold the paper in 1895, almost entirely due to 
the stimulus of the Little Dehoclinnsser. 
Since returning to New York State I have 
used Printers’ INK to my financial benefit in 
preparing ads, and have yet to fail in bring- 
ing satisfaction and results to my customers. 
I consider Printers’ Ink the most valuable 
aid in preparing good, solid, common sense, 
money-bringing ads in existence, and 1 mean 
every word I say. A constant use of the 
Little Schoolmaster for half a dozen years 
has proved to my complete satisfaction that I 
am qualified to make this statement. My 
best wishes are always with you. 
E.trs WoopwortTH. 
Gouverneur, N. Y., Jan. 10, 1898. 


Because a copy of Printers’ Ink happened 
to come tomy notice several years ago; be- 
cause the first article that ] read so absorbed 
my interest that I read one after another un- 
til I found that I had read that number of the 
Little Schoolmaster through, advertisements 
and all, I became a steady reader of Paint- 
ERs’ INK. 

Because my interest did not lag a whit 
with each successive number ; because each 
number was more interesting to me than the 
last; because I read it and studied it, re-read 
it and re-studied it ; because I got back num- 
bers and read and studied them; because it 
is so practical ; because it is so original ; be- 
cause it works so well into my business and 
my common sense; because of all these 
things, I feel as though I were now equipped 
with a knowledge of the art of practical and 
common seusible advertising, such as would 
result from an experience of half a lifetime, 
the other half of which is to come in the suc- 
ceeding issues of Printers’ Ink. Very re- 
spectfully, J.D. Atven. 

BLoomincToN, III., Jan. ro, 1898. 

I have been a pupil of the Little School- 
master for the past three years, and although 
{ am not an adwriter or advertiser I consider 
tne teachings of great value to me—of su 
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cient value that I pay five dollars a year for 
them. Lwould pay less if I could. 1 would 
pay a great deal more if I had to, 

‘or ten cents a week [ am ‘enabled to re- 
ceive the advice, listen to the experience and 
consider the plans of the foremost business 
men and managers of the country—men who 
have been pr inently ful and are 
willing to tell just how they achieved their 
success, 

Every week I get for ten cents that which 
would cost me to secure in any other way 
ten times that many dollars. 

Some day I shall. start in business for my- 
self. I want to prepare myself as well as 
possible to duct that busi to write 
b meng advertisements, to increase my 
chances for success. 

That is why I’m studying Printers’ Ink 
so carefully now. That is whyI read and 
reread every article and mark the ones which 
I think may be of special value to me. 

I believe that Printers’ Inx sustains the 
same relation to advertisers that a medical 
college does to medicine. A man might 

ractice medicine without a preliminary train- 
ing, but think what a Klondike he’d be for 
undertakers ! 

Men may write advertisements without 
reading Printers’ Ink—without consulting 
the best and most practical ideas, but— 
Bradstreet makes a report once a week of 
their condition. 

For less than 1% cents per day I’m secur- 
ing in Printers’ Ink a university advertisin 
course. It is worth more than that to mei 
I never own a business. E. D. Snow. 

RuTLanp, Vt., Dec. 28, 1897. 








CuIcaco, Jan. 3, 1898. 
Editor of Printers’ Ink: 

The mental tonicity of Printers’ Ink has 
impressed itself upon me ever since 1 began 
writing advertisements in 1889. 

Every time I read a copy I get a push for- 
ward. 

It is with a feeling of mental exhilaration 
hard to describe that I turn over the last 
leaf each week within an hour after the 
paper has reached me. 

best plans have been laid, my most suc- 
onsie advertisements written, after a dose 
of Printers’ Inx’s invigorating brain tonic. 

I have often attributed my success to my 
constant study of Printers’ Ink, and every- 
body knows that of all writers I am the most 
successful in entering into the inner detail of 
an undertaking, have exceptional power of 
creating and expressing, in vigorous and 
pithy style, the exact ideas most calculated 
to impress the buying public, and, bar Pow- 
ers, charge more for preparing matter than 
any one else in the business. 

Yours very truly, 
E. A. WHEATLEY. 


The advertiser who does not read PrinTERS’ 
Ink is mot an advertiser. He is an enemy to 
publicity because he is a failure. 

SamvEt Davis, 
Adv. Mgr. Kuh, Nathan & Fischer Co., 
Clothing and Woolens. 
Cuicaco, Jan. 6, 1898. 


There are distinctive qualities about Print- 
ers’ Inx that make it predominant over other 
journals devoted to advertising. It presents 

act and theory ina hitting, stimulating way. 

The Little Schoolmaster says things that 
leave a dent in the minds of his scholars. 

A perusal of P&mrers’ Ink leaves a reader 
aglow with advertising-enthusiasm. The 
paper is liberal in tone, and well-proportioned 
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as to contents; and it is forcefully yet amiably 
i . E. SEVERN. 


e 
Cuicaco, Dec. 15, 1897. 


If you are not averse to verse, I’ll gladly 
tell sa what I think, in simple rhyme and 
rhythm terse, about your Printers’ Ink: 

’ve known. it now for years, and still its 
themes are kept so fresh and bright, it never 
fails each week to fill an hour with profit and 
delight. 

Set up by one that does not stint the touch 
that Genius can impart, each issue, merel 
viewed as print, might well be termed ‘‘a wor! 
of art.” ) 

Its range and reach I find so wide, I’m not 
romancing when I state: no merchant needs 
—— to keep his knowledge up to 

ate. 

Nay, more, to post him in advance on fads 
and fashions that may prove the happy hit— 
the Klondike chance—to lift him out of 
faiiure’s groove. 

Ambitious, courteous, witty, kind, and pat- 
riotic in its tone; while not to others’ merits 
blind, it does not strive to hide its own. 

Denouncing fakes—on lines severe —it has 
it enemies, of course; but while they hate 
they also fear its always-present, sleepless 
force. 

Its writers are the most renowned, and, 
finding that its maxims pay, among its read- 
ers may be found the kings of trade who 


reign to-day. 
uch pithy facts its pages give, it needs no 
second sight to see, that as a classic it will 
live, inspiring business yet to be. 

As in the past, may it excel, dispensing ad- 
vertising chat; and grow in worth and 
wealth, and—well, I guess I'll let it go at 
that. James D. Law. 

Campen, N. J., Dec. 25, 1897. 


Printers’ Inx, the recognized organ of the 
advertising interests of the country. 
Tue Eveninc News. 
Paterson, N. J., Dec. 16, 1897. 
—— os 


AD BUILDING. 

If you think you can’t write an advertise- 
ment properly, get help. Go to your wife or 
daughter or some one at home to straighten 
out your tangled ge i but preserve your 
own ideas. Nobody should know better what 
to say than the man who has goods to sell ; 
consequently the wit of the salesman should 
point the argument that introduces the goods 
to the people. It is true that graceful En- 
glish of the kind that goes straight to the 
marrow of the argument without waste of 
words is not at the command of all of us. 
The gift of epigram was not scattered 
amongst us with lavish hand. Yet there must 
be some one to be found that will revise that 
ad and reconstruct it according to form if the 
skeleton idea is set straight before them. 
Build your ad to suit yourself. Say your say 
after your own fashion, no matter Bom home- 
ly it may seem to you. Don’t try to be ele- 
gents rather be forceful and natural. It may 

polished easily enough by a capable per- 
son without destroying its character or cut- 
ting the life out of it.—Dry Goods Chronice/e. 


—— +. 
NO SUNDAY ADVERTISING, 

Our army scrupulously observes the Sab- 
bath. The government officially designates 
newspapers for publishing War Department 
advertisements, and there are a great many 
of them in the course of a year, but none can 
be inserted in.a Sunday Paper without the 
ae authorization of the Secretary of 

ar.—New York Press. 
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‘*And it is not merely in the editorial pages 
that injustice and misrepresentation abound ; 
even the political news reports are tinctured 
with a partisanship that destroys their value as 
news, and that does more than any other 
thing to discredit the claim of our journalists 
to be taken seriously.” 


This charge can not be made against the 


BROOKLYN 


says: 


Its news columns are absolutely fair and impartial. 











“*It will be a journal whose pages shall be 
neither dull on the one hand nor vulgar on the 
other. It will be courteous to its opponents, 
setting forth their arguments strongly and 
fairly, and answering them rationally, crisply 
and convincingly. If it makes mistakes, it 
will correct them gladly, and thus win the 
confidence of even the men who reject its 
views. It will have a light touch for lighter 
themes, but with the fire of earnest conviction 
glowing through it all;°’ with an American 
sense of humor and an equally American sense 
of decency and propriety and fair play ; and 
it will in the end possess an influence that will 
surpass the influence of presidents and cabi- 
nets, in that it will appeal to right reason and 
truth and elemental justice.” 


Pror. Peck, speaking of the ideal newspaper, says: 
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A GREAT NATIONAL NEWSPAPER... 


Pror. Harry THuRSTON Peck of Columbia Col-_ 
lege, in the Cosmopolitan for December, in an able 
article on “A Great National Newspaper, 





The ROOK DANITY TARTS 
AIMS TO BE SUCH A PAPER... 
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INDIVIDUALITY IN ADVERTISING. 

Some advertisements are as distinctive and 
as readily identified as if they were printed 
in a different colored ‘ink from their neigh- 
bors. It isnot’ so much the particular 
position, or acertain cut, or a peculiar type 
arrangement of the firm name, as a distinct- 
ive style of writing which individualizes 
them. At the first they originated in an odd 
and unique wording, an unusual kind of 
diction, and they have been easily identified 
by that peculiarity ever since. You can 
take paragraphs from the ads of certain ad- 
vertisers and jumble them altogether, and a 
person familiar with newspaper announce- 
ments will have little difficulty in naming the 
ad from which each one was taken. 

Not long ago a well-known Boston furni- 
ture house decided to try an experiment, and 
one day while advertising a special article of 
furniture, they purposely left out the name 
and address 0 the rm. The result fully jus- 
tified their belief that the reading public can 
identify advertisements by the style in which 
they are written. Crowds of customers went 
into that store during the day and asked for 
the particular goods advertised. Nobody 
seemed to be in any doubt as to where the 
article might be had, and, stranger still, very 
few people even noticed the omission of the 
firm’s name from the advertisement ! 

This incident clearly shows the value of 
having a distinctive style, and the hold it 
has upon the public. It shows, moreover, that 
the people notice and appreciate an original 
way of putting things, and it demonstrates 
the power of originality over adherence to 
the common ruts in advertising composition. 

While it is at all times advisable, where 
practicable, to give a distinctive appearance 
to an ad,in the way of type display, it is 


still more desirable to have the style of 
diction attractive by its originality and force. 
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Who does not instantly recognize the meaty 
brevity of the Rogers, Peet & Co. advertising; 
or the straight directness of the Wanamaker 
announcements? Each of them is a literary 
study, and both are more extensively read 
than any other advertisements in New York 
newspapers. The individuality in an adver- 
tisement is its greatest charm. A. B.C. 


MISREPRESENTATION. 

The dealer who is consistent should make 
every effort to have his store contain all the 
advantages glowingly described in his adver- 
tisements. It is easy enough to put on paper 
enthusiastic descriptions -of certain goods 
which on personal inspection may fall benind 
expectations. It is always a bad plan to rep- 
resent goods to be better and worth more 
than they really are ; the few people who are 
imposed upon he this form of humbuggery 
do not make amends for the immense num- 
bers who are disgusted and antagonized. 
Competition in advertising has reached such 
a point that the most extravagant statements 
and exaggerated accounts are often indulged 
in by quite reputable firms, and it is merel 
telling the truth to say that this state of af- 
fairs is greatly to be deplored, since it puts 
prevarication and misrepresentation at a pre- 
mium. The fact that the masses of the peo- 
ple are in medium circumstances and natur- 
ally anxious to buy everything at the lowest 
cost possible, is largely responsible for the 
exaggerated announcements. It would be 
but fair to state that people of average in- 
telligence do not expect to get something for 
nothing and cheap values can not s‘and for 
anything save cheap quality. An advertise- 
ment that really appeals to sensible people is 
one which is a plain, well written description 
of the stock as it really is without unneces- 
sary embellishments cr flashy accessories.— 
Stoves and Hardware Reporter. 
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‘The roads are porfect, scesery beastifel, when you 

eet there, hook arqued you aad ash yourself it you woulda’! Ky, 

like to tive (bere. . = 
has all the comforts of the country 


be an dtectnic clewsted road sooe— 

Write ox we'll send you 20 albem of views which will suggest 
you may ows 2 delightIal howe. bupt to suit 00 cary forms. 
the views seyway—they Il interest ya 


J. L COCHRAN, 722 Chicago Opera House Bidg., Chicago. 
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to you bow 
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Ask ony of the alles who've lived there and left if they woulio’t like to 
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J. L. COCHRAN. 722 Chicago Opera House Block, CHICAGO. ; 
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ATTRACTIVE ADS OF A CHICAGO SUBURB. 
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The Largest Daily Circulation 
in the South. 


The Advertisers’ Guarantee Company swears that the 
WASHINGTON TIMES has a circulation 38, ,000 


exceeding........... @ OU Sobtvaceces 





under a bond of $50,000. Free copies, exchanges and 
samples ate mot counted! & #2 % SF SB s 





“WAITING FOR THE EXTRA.” 

The American Newspaper Directory, Lord & Thomas’ Directory, 
N. W. Ayer & Son’s Directory, and those directories issued by leading 
agencies, give the circulation of the WASHINGTON TIMES. The 
advertiser therefore knows exactly what he is paying for. There is no 
doubt, no guesswork about it. Advertising in such a paper pays with- 
out question, It is the only one-cent paper in the District of Columbia. 


Write FOR RATES 
GEORGE F. KINNEAR, 
Wasumeron, D. C, Manacer Forsicn ADVERTISING 
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instant destruction, when his hand was seized 
by Bancroft, the advertising crank. 

“* Stop, you fool!” cried he. * Don’t you 
see the Monarch is getting the biggest ad 


CYCLE ADVERTISING STORIES. 

The balloon that used to ascend from with- 
out the fence of the circuit meets several 
years ago, announcing the fact that the race 
was “won on a Columbia,” was one of the 
cleverest and most effective ideas of the fer- 
tile brained Bancroft. In this connection it 
will be remembered how quickly the same 
Bancroft seized the advertising opportunity 
when the bailo>n esca from its moorings 
at one of the Springheld meets by having 
the megaphone announcement immediately 
made that $150 reward would be paid for the 
recovery of the balioon, thus securing free 
advertising for it all over the country. The 
best bit of chance advertising, however, a 
bicycle ever got fell to the happy lot of the 
Monarch during the National meet at As- 
bury Park in 1895. The ** Holy Moses Sun- 
day School”’ band of Denver Indians had 
been painting the town red night after night, 
, and as a grand finale made off with the lion’s 
cage from the fishing pier. An inventful 
chief of the tribe bethought himself that it 
was a grand idea to steal the golden, electric- 

ed lion that guarded the entrance to the 

onarch cottage. It was a bold idea when 
the electric fluid, the local police and the red- 
headed, red-handed Horlinghead in charge 
were considered, but the su tion went 
just the same. In the midst of the burglary, 
or highway robbery, or whatever you may 
chance to ¢all it, the night-shirted Horling- 
head appeared, pistol in hand, threatening 


any bicycle ever had on’t you see that 
to-morrow every paper in the country wil! be 
filled with the stealing of the lion and that 
the people will be asking what lion? ”— 
Cycle Age. 
iahintindbasbaiibieds ici 
SOME REASONS FOR FA'LURE. 

There are many causes for the failure of 
advertising to produce satisfactory and antic- 
ipated results. The advertising of articles 
which have solid and eyen unique merits 
frequently fails to produce a satisfactorv 
volume of business, and the reasons for this 
are an interesting study. One of the most 
common causes is that the strong poiut is not 
properly and adequately insisted on ; in other 
words, the advertiser does not realize the 
strength of his own case. Another reason is 
that generalities are used where specific 
statements might be made. A yet further 
reason is that trequently the advertisement 
insists on a purely subsidiary circumstance, 
and, to a great extent, omits, or delegates to 
a subordinate position, the really main argu- 
ment to which everything ought to be di- 
rected.—London Edition Printers’ Ink. 





++ 

Tere is only one kind of advertising that 

is cheap in the end—that’s the good kind.— 
Tron Age, New York. 
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Tuts “hand-made” map, put out by a Michigan daily, is reproduced 
here as being of interest in showing that a piece of advertising of this kind can be 
roduced without costly accessories. This map lacks one very necessary feature, 
owever : it does not tell what the total circulation is. 


who are curious about this point, it may be stated that the American News- 
r Directory gives the actual average circulation of the Democrat for the 


Resis wionths’ ef-a8g97«assbeing 2,710; the largest circulation of any Ann 
Arbor daily. 














For the benefit of those 
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43 YEARS OLD. 


_™m Bulletin 


OF SAN FRANCISCO, CAL.- 


is recognized as the great home paper of 
the Pacific Coast, and this is the best evi- 
dence of its value to advertisers who wish 


to reach the buying classes ::::::::::: 
Successful Advertisers 


recognize that the Bulletin 
is the leading evening paper IT 
in this section, because of its STANDS 
circulation, its character, its AT THE 
influence; and experience 
shows that it brings them the HEAD. 
quickest and largest returns. 
DAILY SATURDAYS 
12 Pages. oa ee a 24 Pages. 
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From the AMERICAN NEWSPAPER 
DIRECTORY for Dec., 1897. . 
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é The San Francisco Bulletin is cred- 
ited with the largest circulation ac- 
corded to any evening paper in San 
Francisco or in the State of California. 
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Further Information F. K. MISCH, 
from Potter Bldg., N. Y. 
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A TALE AND A 
MORA 


A unique mode of ad- 
vertising came to my 
notice this week as Iwas 
washing my hands with 
an attractive piece of 
transparent toilet soap. 
In the middle of this 
cake was a card on 
which I read: “* Cleanli- 
ness is next to godliness 
—see other side.”’?Onthe 
reverse was the follow- 
inglegend: “Thisisa 
fine toilet soap, but it 
will not remove Bon- 
nell’s Nubian Iron En- 
ame]—the best black on 
earth—why? — because 
Nubian is made to 
stay.—TheNubian Iron 
Enamel Company, Chi- 
cago.” I am inclined to 
think that an advertise- 
ment of this sort would 
have to be followed up 
with a better and more 
complete description of 
Nubian black, and ur- 
gent reasons presented 
to the public why home 
is cheerless without Nu- 
bian black enamel. The 
average man with aver- 
age dirty hands will not 
know why he should use 
Nubian black, nor just 
how it is to be applied. 
Therefore, I contend 
that the soap will have 
to be followed with 
printers’ ink in order to 
make it effective. We 
waste too much energy 
in advertising our 
wares. The wise hunter 
will not shoot into the 
air on the possibility of 
hitting ducks, but will 
level fis fowling. piece 
on a bunch of ducks. 
Subscribers of papers 
are bunched ducks. He 
who aims at them gets 
returns.—Hardware 
Trade. 

——+o>——— 
PRESS CENSORSHIP 

IN RUSSIA, 

You must be a born 
Russian to be able to 
write anything but the 
baldest news para- 
graphs, with the censor- 
ship held over you in 
terrorem. You are not 
allowed to say, “The 
Tsar appeared in good 
health.” You must not 
say, unlessthe news has 

en given out -offi- 
cially, that the Tsar will 
leave on such a date, 
but may give it to be un- 
derstood by saying, for 
instance, that “ the Im- 


— yacht, Polarnaia Sviozda, will sail for 
openhagen.” One of my French colleagues 


an hour at the landing stage. 


up by the censor, wi 
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KROJANKER, 





Sealskin Coat 





Is an 
Investment 
that Pays Big 
Dividends in 
Comfort. 


And to be thoroughly sat- 











isfying it should be made 2 WY 
from selected skins cut in 

the fashion and sewed by 

people who are accustomed to work in Furs. 
After thirty-three years of experience in’ the 
manufacture of Fur garments I have acquired a 
knowledge of the business that is of direct 
value to my patrons, since it insures to them a 


QUALITY AND. STYLE 


In their garments over and above what they 
actually pay for. I donot hesitate to-guarantee 
Satisfaction, for | would not wish a customer 
to accept a garment that failed to fulfill my 
promises to the letter, If you are a judge of 
Furs you will be able’ to appreciate the rich 
beauty of my sealskins at a glance. If doubt- 
ful of your own. ability -.to. discriminate, bring 
your friend with you in whose judgment you 
have confidence. Or you ‘may trust me—hun- 
dreds have done so without regret. I have 
every facility for repairing and remodeling gar- 
ments on short notice. 








“THE FURRIER, 


29 West Superior Street, 








A REDUCED reproduction of an-advertisement appearing in 
the Duluth Evening Telegram of October 16th. Printers’ INK 
solicits copies of the advertisements of other furriers, in order 
that this apparently neglected field may be duly exploited. 





He was pulled 


sian grand duke waits for nobody.”’ A friend no one to appeal to.—Newspaperdom. 


of mine was about to write that the Tsarina 
fe c had grown slightly stouter since she was in 
wired that the Grand Duke Alexis waited half Paris, but refrained. I stated the fact, and 
it was allowed topass. Thecensor’s author- 
the remark,“ A Rus- ity is more than that of a judge. i 
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‘* The key to the wealth of the great State of Iowa.’’— 4 
Printers’ Ink, Nov. 10, 1897. > 
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The Argument from Location 


is a potent factor in determining the success of a : 
newspaper and its value as an advertising medium. There 
are newspapers at Indianapolis, Portland, Ore., Los Angeles, 
Grand Rapids, and a few other cities, without using which 
the fields they occupy can not be covered. Thecitiesare dis- 
tant from other large centers of population and their leading 
newspapers are without real rivals in their respective fields. 


~ 
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DES MOINES !IS SUCH A CITY AND THE > 
( 
> 


Des Moines Daily News: 


HOLDS THAT ORDER OF EXCLUSIVE PRESTIGE. 


DES MOINES IS 
358 miles from Chicago, 


AA 


322 Minneapolis. 

gra“ “* St. Paul. { 

225 “* “Kansas City. $ 

146 “ ** Omaha. $ 

360 “ * St. Louis. > 
> 


There are no large intermediate points. 

The great State of Iowa is all included in Des Moines 
tributary territory. 

Des Moines has direct railroad connection with every one 
of the 99 counties of the State. Trains from Des Moines 
reach every part of the State within twelve hours. 

Tue Daity News, the great Iowa newspaper, covers this 
magnificent field and stands alone as the newspaper which 
does cover it. Its bona fide paid circulation is equal to the 
combined paid circulation of all the other Des Moines dailies. 
Its present circulation is over 18,000 and steadily increasing. 
It is the best newspaper in Iowa, and the key to the wealth 
of that great commonwealth. Address, 
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RAPALA» 


THE NEWS, Des Moines, lowa. 
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AMBITION’S APOGEE. 
“ The kiss of Fame and art for art’s sake 
were his goa 
When Chromer, painter, with the world 
first went to cope; 
But now he barely pays for bread and 
board and coa 
By —e lurid posters for Van Apple’s 
soap. —lown Topics. 


REQUISITES OF A POSTER. 


The requisites of a a poster are few but 
important. It must, first of all, express an 
idea, sages a in pictorial form, and so 
forcibly, so directly and so clearly that the 
picture, were it to appear without lettering or 
title, would seem nevertheless to speak, in 
part at least, its own title. The execution of 
this pictorial idea should be artistic and 
decorative, to the end that it may not offend 
the eye, and especially that it may attract in- 
terest. Preferably, the poster should be 
beautiful, but it may be strikingly odd, 
broadly humorous, conventional or uncon- 
ventional, or both, and still make its point, as 
if, indeed, its appeal were totally zsthetic. 
In point of color it should not be violent, nor 
yet too sombre, Generally speaking, the 
colors of a good poster will not alone be ef- 
fectively contrasted or harmoniously blend- 

They will, above all, be in accord with 
each other. Altogether, the modern poster is 
a combination of ideas. It must tell its story 
briefly and simply, so he who runs may 
read. It must have individuality to the point 
of making an immediate impression for it- 
self ; it must be attractive and sufficiently ar- 
tistic to represent the standard of the com- 
modity which it advertises, and which, it may 
be assumed, is invariably high ; it must con- 
tain in the simplest form possible the con- 
centrated thought of the artist. The original 
design must, moreover, be sympathetically 
and well reproduced, whether ithography 
or ordina rinting. Then, if it is a good 
poster, it will be talked about ‘and achieve its 
aim.—N. A. Flood,in Display Advertising. 

ati fiat. S 


ORIGIN OF “ HOARDINGS.” 

This is the correct name for boards or 
fences upon which posters are pasted or 
hung. ur philological editor has under- 
taken to look up the pedigree of the word, 
and finds that it was originall plied to 
the board structure, with roof, built on the 
top of the walls of the old medizval fort or 
castle to protect the archer and give him a 
good opportunity to shoot or throw stones 
on the enemy. From the ruins of these old 
fastnesses the term got to be applied to any 
old decayed wooden building, and was used 
by Dickens in his novels. The transition 
from the old ruin or abandoned structure, so 
handy for the ubiquitous bill sticker, to the 
modern well-built billboard, is as obvious as 
it is interesting. —Saland Printer. 


Classified Advertisements. 
Advertisements under this head twolinesor more 
without d , 2centsaline. Must be 

han in one week in advance. 
WANTS. 
a line for 50,000 ven. WOMAN'S 
25 Fo WORK, Athens,Ga. Ga. mr 
WANTED 120 ooks, English and German, in 
Nitto foradv'g. BI BREEZE, Yutan, Neb. 
; larger, 10c. 
Gos Youngs- 
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tt 6-col, 
'URNELL 


TS fer sega 7 yy 
& VINC T, Snow ii 


PAINT metal roofs. ofs. Work guaranteed for 10 
years. | ha Sg any og Albany,Ga. Eng- 
lish paint sto; t Do. 


ps leaks ; 
] ff At order men, write for 
4¥3_ clean 


goods; fits. 613 
Tia, Toe 


as editor of 


ox epee: ; 


Ww ANTED—Position ~ 

to do editorial or editorial I"correspond- 
ence from Washi aoe, Address A. HAY NES, 
care Printers’ 


W ANTED—Newspapcr mas man of Song enpertence 
as 

eivedlin s manager on city daily or week 

Middle or Eastern Seales ‘preter first-class y; 

references. “ ECARB,” Prin Ink. 

\ ANTED—Advertisers to see our 
DAY News. Largest 

town and - 

v 

dress C. M. SHAFFER CO., Youngstown, Obio. 

} gf orders to setand Canepa Loe your onal 
tisements. I can do most 


better rk than 
printers, and work equal to that ‘of any. lask 
you to give me a fair vertise- 
M. JOHNSTON, 
- ¥. City. 





- Ay on the next 
ment = want done. Address WM 
ters’ Ink Press, 10 Spruce St., N 


W ceindie an advertising agency 


$5 
Ls is lives at home with parents. A 
age and with references, JOHN HN LANG. Box 67, 
iew York 


De rae rapes ~4 be Sg ray zis, 


to furnish dra last Paris 
ions, and — her se eri- 


ices to 
can newspaper. She visits the celebrated dress- 
makers and sends dra’ of latest creations. 


oy Va gh journal <> a nsation to 
agreement su 
mens. ‘Address “ A. M.T.,” care of Printers’ 
W WE 
WANT 
HIGH-GRADE 
A ;EMENTS: 
CAN WE GET tou te 
50,000 GUARANTEED 
Rates, 25 cents per agate eg —— tacertion, 
ail ofeee rei $ 14.00 buys 4 inch 

1 nes nches 
1.25 a 5 lines 17.50 "5 5 inches 
150 “ 6lines 21.00 6inches 
1.75 “ «inch 2450 “ half col. 
350 “ linch 49.00 “ one col. 
70 “ inches 98.00 “ if page 
10.50 -“ inches 196.00 “ 

Only first-class matter accepted. Pasties with- 
out good commercial rating must send cach with 
order. its must not be over 23-16 inches wide. 
Copy for an issue should reach us by the 25th of 


previous month. An adv. that will pay tae 

will pay in WOMAN’S WORK, Athens, Ga. 
BOOK Ss. 

DEPARTMENT Store Directory 


U. 8. 
Pree é 4 including 5c ran 1c, 
SS MAT uLETT, 271 Broadway, 
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Now Yorke 
os 
INFORMATION. 
W HAT is it you want to want to know? Send Send $1 with 
ines Established 1887. 
TRADE AND INDUSTRIAL PRESS, Research and 
airy it, Washington, D.C. 


Ing Departmen 
ee Ee 
SPECIAL AGENTS. 
Na ng 


New York, is y or handling the 
foreign advertising of lead ng daily newspapers. 
—_+or - 





MAIL ORDERS. 


yt ated catalogue for the mail-order 

~— 34 great sellers, 150 per 
cent Ph, cond iors sample and terms, Our ‘hu 
tem ra & CO., % Clty 
Place, New Tork. 


























r. 





NEWSPAPER M&M: METALS, 
1) Wie ad Beet Mesa Wu Lino- 
ork at wider range of toppertare, 
ru\ive lon longer, than other metals. s why 
they are the most economical. oy eee ee CO. 
let about Engh lay ae 
& CO., 54-70 N, Clinton St. ‘eines: 


—_+o>—_———_- 
BILLPOSTING AND DISTRIBUTING. 


TACK u distribute circulars and sam- 
| “pies. TRoitwell _W..C, JANES, Crockett, Tex. 


B. WILBERCO eee Pa. — 4 


I « posters — distributo: 

and tacked up. pa Sa phle hens painted 
~amples mailed or or distribu Write for partio- 
ulars. 


——____--—____—_—- 
JOB PRINTING aay 


4 ede wanted (one only) every 
‘& town in eS 6. advertise on in its 
job print: oy the “ it 
File,” pat. A a: that sells at sight to almost 
eve oe and professional =, 

establish it ‘or printed 


customer f. 
billheads. Profits 100 per cent. WM. E. ADAMS, 
mani , Topeka, Kansas. 





BARGAINS. 


Foes twenty-1 Ore dollars we will print seventy- 

word: agate lines, in two million 

copies 00,005 0 conspicuous American news- 
+ tH the work ik within eight 

Pinks is at the rate of f only one-ei of a cent a 
reulation. The men’ 


— — ne’ 
y five 
THE GEO. PeRoWweLL 1 ADV: 


iG CO. 
Spruce 8t., New York. 
a NTERS, 
QTR [KING and e ad di . KNICK- 
.. ERBOCKER PERIODICAL P , 90 Fulton 
St., New York. 


T)EPAR RTMENT of t Profitable Publicity of the 
tJ W LA Conkey Co., E. de WEBATLES, Di- 
Dearborn born St., C ro) 


rector, 
"es neat, ss, pam nti . Cata- 
W se Bic ots, 
cards, an cascuted the "finest otyie. When 


ou want a good iob—one that you want ie 
io too at and joo one # to us. PRINTERS’ OG 
NK PRESS, 10 Spruce St., New York. 
—_——_+or———— 


ELECTROTYPES. 


whe clestroty pe metal, 

L Absolu reliable, uniform a. 

ond Genta correspondence so! otic icited. onder, ‘“ 

MERCHANT & CO., Inc., 
Manufacture: i 


GSETING ofventouenss to make them stand 


any other printer. 
contain numerous sam my w me 
set yous next adv., whether 1 it be Sor oe inch ora 


can suit’ ra wm. JO ror Mgr. 
Pn ~~ SE ‘ink Press. 10 . City. 


Spruce St., N. ¥ 
covcheptaienlijlliaipebo~tasiciees 
ADVE. RTISEMENTS BY BY TELEGRAPH. 


[Fx ou murder your ur mother-in-law or set fire to 
the = Hall, , Press will send 
the ——— over the co ° ad the ey | 


will print it under 

”—all without cost toyes. F gy sell 

the new clock for the Capitol eciteaten 

supply ap a brand of champagne for the atest 
at Waldorf-Astoria, we will send out the 

nie for nding’ and ext mo it will 


ng i 
Wanker fates 7. 


our bill won 
nt was ex- 
That the cost advo ay a a propor 
og 
a p ROWELL AD ERTISIN oo. 10 Spruce 


PRINTERS’ INK. ~ 


45 
SUPPLIES. 
AN BIBBER’S 
Printers’ Rollers. 
(ss PAPER is printed w with ink manufact- 
ared by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 
—_—+or——— 
ADVERTISING NOVELTIES. 
AM advertising extensively and wees | 999 mail- 


with own speciatt: in sdsandeioouess. eh 

my own y 

SHERA, Rutherford, N. J. 

Ir Ol the purpose of inviting announcementé 
of Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines will be in- 

serted under this. head onco for one A. Sey 


H’S Year pease | for 1898 
we bound desk diaries, Sexe, a conte, for each 
two sizes, 6x9, so A. ag U conte tigate 
We make quan — 
Books for ~ dT: 


Year 

twelve months we 

1, 1899, oe) D. A. HU. 
4g City. 


Ht ; 
me 


2 





FOR SALE. 


Rose St., 
BUY! lines, 50,000 proven. WOMAN’S 
$1 WORK. Athens, Ga.” - 
‘OR Bh yay trade jourt journal. Fine yr 4 list 
“Q.,” care "are Printers’ Ink. erent: 
F° SALE—A half interest in a daily and 


b 
office plant in a thrifty Illinois town of ne 
——— . Address CAD ALLARD, Beardstown, 


aor a nickle in an 


STATES. A book of two hund: 
e of abo 


lar. 
ADVERTISING 


on _ recei 
pata to any eaaress now! 


CO., 10 Spruce St., New Y 


REWARDS. 


T°; compiate Volume T and land II of Provrers’ In 
I need No. 18 of Volume I and Nos. 11, 12, 
26 of Volume Ti. To the person sending an: 
Ang five above passing numbers 
presen ® evnpen goed or a@ r’s sub- 
to PRINTERS’ INK. Address UW.e c.8.,.” 
Printers kg oe 


oo liberal ral reward, one in yn 
value of the service, will be paid f 
alist of tthe names of the members of the alleged 
— — a of New 
who were an alleged meeting 
have been held in nomen, when it is alleged thas 
a resolution to the 


ch the 


single exception leged 
editor publisher of the New nd Farmer, 
who is of been not only the in- 
stigator of the resolution, but to have been 
the only member present at ing, 
and of having writt > re- 
fe the famous resolution allalone. Any one 
wing knowledg< to the contrary will confer a 
or and earn a reward oh comm! with 
the ‘editor of the — AN NEWSPAPER DI- 
RECTORY at No. 10 New York. 
be paid tor the digcovery 


P. 8.—No reward 
Whitaker. 
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PREMIUMS. 
PPemium seeds for publishers. See ad below. 


] REM = hag of for publish oa Varieties that 


Quality, and 4 
right. ‘ -r— caption the Now work We y le 
Epitomist, Farm and Fireside, — 

te. You need them, fornothing “pulls” 


Grower, e 

like seeds. A. T. COOK, Hyde Park, N. Y. 
or. 

ADVERTISING MEDIA. 


Py Omar's WORK, Athens, Ga., 4 lines $1. 
W OMAN’S WORK, 50,000 pi 50,000 proven, 25 cts. a line. 


W OMAN’S WORK, Athens, Ga., 25 cts. a line 
for 50,000 proven. 
ARDWARE DEALERS’ MAGAZINE. 
Copy free. 271 Broadway, New York. 
40 %& WORDS, 5 times, 2% cts. BPLERPRIG, 
Brockton, Mass. ‘Circulation 7,000. 
O. U. W. RECORD, Denver, Col., Towed 10,000 
e proved circulation. Write for 
DVERTISERS’ GUIDE, New neck “¥ J. %e. 
d line. Cire’n 3,500. Close 24th. Sample free. 
Vy 7HEELING NEWS is credited with a greater 
circulation than any other West Va. daily. 
NY rson advertising in PitiNTERS’ INK 
“\ to the amount of $10 is entitled to receive 
the paper for one year. 
ARG = circulation of any daily newspaper 
L BA Williamsport, the GaZEyTE an id BULLETIN ; 
000 D., L000 We LA’ COSTE, New York. 


[PORSED jpevednation to over 240,000 rel: 
Write to THE RELIG OUs 
PRESS y ASSOCIATION. Philadel . Pa. 


DAs (Ohio) MORNING TIMES and EVENING 
NEws, 14,000 daily, create a“ want” for prop- 
goods. 


erly adve LA COSTE, New York. 
I, EADING ne n Southwestern Chio 
outside Cine: nrati), ~ nm MORNING TIMES 


and EVENING NEws, 14,000 daily. LA COSTK, N. ¥. 


Rae JOURNAL, Littleton, N. H.; 
est circulation and best paper in State no: rth 
of Concord ; 2,800 qusemtesd, rates low, but 
firm ; service the best. 
‘HE Rochester, N. H., CoURIER, weekly, has the 
largest circulation of any rin a manu- 
facturing city having a popu and of 7,396. A 
good country paper at a great trade center, 
6 a TIME’-UNION is one of the papers in 


which an advertiser gets his money’s worth. 
Its circulation is | r than all ae other — 


its readers a 
ne i — “Alban: and vicinity. JOHN 


Par tor and proprietor, Albany, N. Y. 
A= ag seven-e ighths «f t «f the nd vertaine: done 
isto - e' because it is placed in 


papers oa rates that give no more than one- 
viehth of the: value that might be had by pn 
@ same advertising in other papers. If you 
— the right our advertisin a it i the 
right peewee our advert on iy y. Corre- 
omdence cited. THE G nO. Pp. 
OW ELL ADVERTISING OF 10 10 Spruce St., N. Y. 


300, 00( COPIES arapteed circulati 
of the cele’ eee —— 's ro 
manac and Memorandum Boc f page in 
both, $150. This is the best adv —P. you can 
t, as it goes direct into families. Only a lim- 
Red amount of advertising taken, as we use the 
two books to advertise our P. P. P. and they have 
made our P. P. P.a big seller in Georgia, Flor- 
ida, Alabama and South Carolina. LIPPMAN 

BROS., Lippman’s Block, Savannah, Ge. 


T THE NEW SOR } bee 7 ECHO 
is the prettiest ublication in the 
world. Thirty-six full _— «Fi Ruaic of the 
prettiest vocal and instrumental be pf of the mea. 
It also contains eight agg ade of poy 
oat musical celebrities. Send “hy "and 
paid, | send twenty roasren and get 
es -two and sixteen portra 
venty York Musica Ecuo is the best adver- 
tising medium for the money. It an, CS guaran- 
teed monthly circulation of 18,500 co 


Address Southern Branch New Fork “Musical 
Echo. +163,165 and 169 Congress St.,Savannah,Ga, 


MAILING MACHINES. 


“HE Matchless Mailer ; best best _ and cheapest. 
REV. ALEXANDER DICK, Meridian, N. ¥ 7 


+o 
ADVERTISEMENT CONSTRUCTORS. 
D IXEY, 150 Nassau St. 





66 gSK LEWIS ABOUT IT.” 
L"* makes medical ads pay. 
L®*” address is PENN MUTUAL BLD., Phila. 


“LARENCE. F. CHATFIELD, 179 Front St., 
a pgm it So., N. ¥. 


Cc™% ONES. 
World Building, New York. 


Cua ZINGG, vorssingtos. w Maine, Writ- 
ing and printing for advertisers. 


G ILLAM & SHAUGHNESSY, Agrergiogm, 08 & 
3 662% Temple Court, New rt, New York. Write. 


AYING ADVERTISEMENTS are written by 
ROY CLIFTON OSGOOD, ‘Athol, Mass. 


JOETICAL advertisements a get Correct 
versification. Literary merit. BRIGGS, P. I. 
;) A. WHEATLEY, effective advertising. 34 
4. Dearborn St. , Chicago. New York Since, 
114 Fifth Ave. 


Ts HE ar writer of € exclusively medica) and 
zug oe vertisin; Advice or samples free. 
ULYSSE: G. MANNI G, South Bend, Ind. 


ee a ” is handicapped unless it is socked 

with Beating that makes a hit. 
one does this kind of printing ~— e so well 
as THE LOTUS PRESS, W. 23d 8t., 
N. Y. City. 


OR DRUGGISTS—100 ads for $1.00, written by 
a practical druggist, jones Hype deplay na 
it 


om were sable ina drug store. ispla: 
rfo HARRY M. 
Druggists, 


Pe 
GRAVES, Writer of ‘Advertising for 
Williamstown, Mass. 


Vy JILL send at my expense ‘expense to 

for considerasion, an 0: 
pao ene A strong sketch sui 
ing bicycles, tires, ete. Will make up into card, 
show card, ae cover. or insert delineated by 
a noted artist. Address LEWIS SAXBY, 109 Ger- 
ken Bidg., iow York City. 


Dp waste powder and shot where there is 
nogame. We know where the game is, and 
we know of those who have ente: the woods 
without a guide and returned with empty bags. 
An experienced guide means happy hunters and 
full purses. Poor nny in tory 
means tg return: advertising in 
pooe. tory is money tt a a eines: 

right modi ri right matter. ITMAN 


FOR PRINTERS ESOT 7 printer is after dol- 
lars. The surest vag getting those dollars 

is by successful advertisi 
In the few years I ioe paid big prices to 
leading New York experts for writing fo illus- 
trating my =. The Big have proven exceptionally 





reliable house 


profitable. for blot e 
postais, or ad-carda.. I will sell a series o 
six of cards (manuscript and stereotypes) 


9. P y me. 
ain + gh of Me, e tice have oaened in 

vert in! office goes with these 
cuts a desired, | FRA ne RY, 623 D 8t., 


PRED: Niwaaae os a of advertising consists 
first in preparing good copy. Copy that 
says what ought to’be said in a neon oot 4 way. 
Second in setting the matter in such type as will 
catch the eyo and embellishing the same witha 
ope cdg page be determined on that will tell 
its story wae casual vee aS Third, in the a. 
tion of that reac! e largest number of 
the right sort tof people —~"y soll advertising space 
at a reasonable rate—not low priced papers ; bat 
those that are at the same time high priced 4 
cheap on account of the great 
render. To secure these points for ne aivettionr 
who —— te is our practice an are feesion. 
Address EO. P. ROWELL AD 
CO., No. Y apres St., New York. 
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= ATID to ee whole business. I get up ad- 


whole 3 other printer has such 
whole ob gom hse for turning < out the Li . 4 


ob as i have, BS ee aeons, 
hat I don’t ge ener whoreke to pu 
my hand on sy fellow does. of 
service to you? Agarose wM. SORNOTOM, Man- 
ager Printers’ Ink Press, ‘ress, 10Spruce St., N. Y, City. 
(292099000000000 000000 
V000000000000 00 OOOOO00V0C 0000 
oo oo 
00 TON A 
0O = ~whoareanxious eir ad- OO 
oO pare , | have a special 


ve! 
0o jon. 2. 

00 wy LARGE EXPERIENCE 

oo ith advertisers has me how OO 
easiest reached and how they oS 


00 TO ADVERTISERS oO 
. who ee en pmow, more, chee abous pi 
c gladly sen: 

00 Jose. 00 
0o ope meyoburinen, through bet- OO 
pies advertising, . on 
§90000000 00 000000 


00000000000000 
00000000000 00 0000 00000000009000 
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A WASHINGTON ADVERTISER x 

ites me : “ Our ve! booklet, written 
and your supervisio m, 2 
is away C4 of we have ) 
ever gotten ou’ ve aiready had 7 
orders for our goods from eee be 7 
Mississippi, which shows that the - XJ 
= is ive in a business way.” 2 
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‘é ec ~ has been called to our atten- 

tion through a personal letter from a 

well-known advertiser, and having received 
e copy of x ig book, our opinion. 8 that, unless 

ns fail, ¥ will be of f considerable value to 

for criticism, suggestions 

and plans for the pe vement of our advertis- 

eu- 




















advertising o—- I particulari 
straight out the shonider at wack particula r 
Tall such a thud as will let 


that if my critic: sugges! 
the ao of advertising in icu- 
lar case not considered worth mae more 
than $1 ad the fee paid will be prompt return 

seem like | vist It is 


lot of valuable experience. It’s vours fo for $1 nt 
n 
one a letter as you want; send me all the asver: 
zi rs, bookl: 


> ete., that 

you a. the’ result. FOGEL- 

ANGER, ‘adver! ng Specialist, 621 The Bourse, 
Philadelphia, Pa. 


ar TWO DOLLARS’ WORTH 
OF CRITICISM 
FROM CHAKLES AUSTIN BATES. 
My criticism of your catalogue may easily be 
worth a hundred times its cost. 
A catalogue isa pretty important and costly 
adjunct toa manufacturer’s bi 
Postage alone is a considerabie item of cata- 
logue expense. 
Even common paper costs quite a little money 
in catalogue quantities. 
Printers wait work for nothing—even on a 
poor catalogue. 
The cost of making a poor catalogue good is 
not excessive. 
The cost of learning why it is poor, and how to 
make it good, is—two dollars. 
Send the two dollars with the catalogue. 


*,* 

I print catalogues, 

If you want your catalogue to be distinct—if 
you wantit to be different and better than any 
other catalogue in your trade—I can make it so. 

Ican make it mean something. 

Ican make a catalogue for you that will make 
talk in your trade—that will make money for 

ou. 
ne put an edge on it. I 
make a cover design that will make yours the 
most noticeable in any congregation of cata- 
logues. 

I do the printing right—not cheaply—right. 

Economically mght. a 


* 

My printing department is in charge of the 
best man I could find in New York. He knows 
printing from beginning to end. 

He and I and my artists decide on style, size, 
papers, ink and lay-out. 

*° 

Part of my printing is done on my own plant, 
but Iam not limited to that. Every good print- 
ing plant in New York is at my disposal. My 
work goes to the man who will best follow my 
instructions at a reasonable price. 

°° 

I supply all that makes the printing distinctive. 
I pay the printer simply for the use of his type 
and his machines. 

To all intents I have the largest and best print- 
ing plant in the whole world. 


By my system you on ‘as very highest grade 
of os Aa with my work in writing and design- 
ing included at a price very little, if any, greater 
than ordinarily good printing would cost in the 
ordinary way. 


I print booklets, too. 
I criticise bvooklets—two dollars, 
* e* 

You may send manuscript of proposed booklets 
or ads and 1 will suggest improvements—two 
dollars. 

You may submit schemes and I will tell you 
whether they are good or bad and why—two 
dollars. 


* 

A manufacturer may submit the facts about an 
article he thinks of advertising to the consumer 
and I will tell him the best papers or magazines 
to use and the approximate cost—two do lars. 

He may send the ad or ads he has prepared, or 
had to use in papers, or magazines, 
and I will tell him whether they are good or bad 
and why, and if bad how to improve them—two 
dollars. 


** 

I will answer any one or two distinct questions, 
about paper, printing, engraving or lithograph- 
ing—two dollars. 

CHARLES AUSTIN BATES, 
Vanderbilt Bidg., N. ¥. 
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Total Hye of 


Kansas in 1897 cnt’ 3 


No State in the Union offers a more promng fi 
SUNFLOVWR ST. 


The . Topele 


Is the direct road to the best class of people in th@tate. 
and in circulation, character and thefpnfide 


AVERAGE CIRCULATION FOR 1897: DAILY, 10924; 








OVER 300 TONS OF WHITE PAPER. 


Ben. B. GRawam, President. HOW! 
GRAHAM PAPER CO. H. B. GRAHAM, Vice-President 
Offices and Salesroom, A. D. PER, Treasurer. THE 
209 To 219 NORTH MAIN STREET. H. M.-Frexcy, Secretary. 
. § 1720 to 1730 North Main Street and 
WAREHOUSES : } 1959 to 1237 North 6th Street. State Jo 







Sr. Lovurs, December 12, 1897. 
Mr. Deu Keizer, Business Manager 
THE CaPITaL, Topeka, Kansas. 

DEAR ~ | yd of ember 20th received. In reply we beg to say that our records 
show we made and shipped to THE CapiTaL for use in 1897, carloads of White Newspaper, 
aggregating 605,801 pounds. This is 30,000 pounds more than you used in 1596. 

We have booked your contract for 24 carloads of paper to be delivered during the year 18%, 
and are pleased to note the steady increase of THE Capira.’s circulation. at | 

Yours “= traly, 
GRAHAM PAPER CO.. 
H. M. Frencu, 


THE KANSAS NEWSPAPER. 


WILLIAM ALLEN WHITE, IN EMPORIA GAZETTE. 

Tue Capra is easily not only the best Kansas newspaper, but it is the most Kansas news 
paper—using the word Kansas as an adjective. THe CaPiTaL stands for all that is good and - 
wholesome in the Kansas character—int ty, energy and progression. Its honor is never 4" . 
in question; its news is never prurient; its ideal is hig It is anything but a fogy. That is Kansas 
Tuk CaPiTaL. That is Kansas. } Kansas 

Tue Gazetre has had a solicitor out in Lyon County all this summer and fall, and Tat 








Cc. lied for by the le in clubs h ll oth t her. T 
Torsua CarrraL seems to strike the average Kansas man as just about the right thing. It is 
built on his plan. 
—— 
ame The $}C 
AGENTS e di: 


ADVERTISING. CHICAGO. 
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IN the spring of 2892 the New York 
Board of Trade and Transportation 
appointed a committee to consider the 
existing postal laws and bills for their 
modification, and communicate to the 
Congressional Committee on Post- 
Offices its opinions and recommenda- 
tions; and a little later—viz., April 13, 
1892—on recommendation of its Com- 
mittee on Postal Laws and Bills for 
their Modification, adopted the fol- 
lowing : 

Whereas, Books, periodicals, newspapers, 
and other printed matter disseminate and 
preserve useful information, advance civiliza- 
tion, and increase and facilitate business, it 
is wise to provide for their distribution at as 
low a rate as can be afforded, and as at- 
tempts to classify and discriminate have a 
ten aw to repress or injure useful enter- 


ra Resolved, That in the opinion of this board 
the postage on all classes of printed matter 
should be uniform. 

It may be some years before the 
opinion of the New York Board gf 
Trade and Transportation shall be- 
come the opinion of Congress; but 
until it does there will be endless 
trouble in and with the Post-Office 
Department and no end of injustice 
and favoritism, despite the best effort 
of the most competent Postmaster- 
General to prevent either 





Mr. Etuis F. DRaApeR, proprietor 
of the E. F. Draper Advertising 
Agency, of New York City, has for 
more than ninety days been a resident 
of Fargo, of the State of North Da- 
kota, and the truth of this assertion, 
like the accuracy of most newspaper 
circulation statements, has been veri- 
fied under oath, 


THE intelligent middle classes are 
the people who are most responsive to 
advertising. 


THE paper that secured its own 
readers by advertising is apt to have 
readers that are readily influenced by 
* advertising. 


THE best advertiser is not the man 
who spends the most money, but the 
man who secures the most attention 
and interest for the money he expends. 


Mr. RALPH TILTON, recently adver- 
tising manager for Carson, Pirie, Scott 
& Co., of Chicago, is now advertising 
manager of the Ladies’ Home Journal, 
Philadelphia. 


ADVERTISING i is not a thing to go of 
itself, and carry you, any more than a 
crutch is; but, like that useful utensil, 
it will help you mightily if you will 
supplement it by a little vim or a 
‘* hustling” on your own behalf. 


MAyor JAS. D. PHELAN, of San Fran- 
cisco, says that the reform ticket, which 
was recently elected in that city, owes 
its unusual majority to the influence of 
the Bulletin, Mr. L. R. Ellert, who 
was formerly mayor of the city, says 
the Bulletin is the most influential. Re- 
publican newspaper on the Coast. 


In Canada, the postmaster is about 
to remove the restriction which pre- 
vents the user of a postal card from 
utilizing the front of the card for ad- 
vertising purposes. Eventually the 
same fad will extend to the States, and 
thus one more burden will be added 
to the life of the post-office clerks. 


THE celebrated and popular Pres- 
byterian clergyman of Fifth Avenue 
and the gentleman who dispenses the 
advertising favors of the Royal Baking 
Powder Co. each receive the same 
compensation, viz., $15,000 per year. 
Dr. Hall is a good man probably and 
Mr. L F. is known to be “‘Absolutely 
pure.” 





Ir ever-before in the history of our 
country there has been reason for busi- 
ness hope, there is warrant for’ confi- 
dence now.—V. Y. J7imes. 


THEY who are in closest touch with 
the business world are most confident 
of the security of the situation and the 
brightness of prospects. —/V. Y. Zimes. 

















Ir there is one fact about advertising 
that is well established, it is that its 
effect is cumulative. 





ONE reason why there is no such 
thing as a market price for advertising 
space is the impossibility of determin- 
iy its exact value. 





[HE Washington Zvening Star 
pinted, during 1897, 16,362.82 col- 
umns of paid advertising, an average 
of 52.28 columns per day. No Saris 
i:sued on Sunday. This total was ex- 
ceded by but three papers in the 
United States, whether printing six or 
seven days per week, the New York 

vald, the New York World and the 
}rooklyn Zagle. These three papers, 

cluding their Sunday editions, printed 
ore. If, however, display or mercan- 

» advertising alone is considered, 

ie Washington Evening Star printed 
re columns (10,006.29) than any 
ier newspaper in the country. 


PRINTERS’ INK does not aim to be 
msistent, but it is moderately con- 
stent in four things: First, its rule 
never to insert anything in reading 
matter that is not inserted free. Sec- 
ond, because an advertiser advertises in 
PRINTERS’ INK he is not on that ac- 
unt entitled to free puffs in the col- 
imns of the paper. Third, PRINTERS’ 
INK never loses an opportunity to puff 
n advertiser. Fourth, in order that 
ts puffs may be well deserved, PRINT- 
ERs’ INK takes great pains that its ad- 
ertisers shall be only the people who 
can be puffed with beneficial results to 
the reader as well as to the advertiser. 





It is becoming the fashion nowadays 
for the papers of prominence to adver- 
tise in PRINTERS’ INK; particularly is 
this the case with papers that possess 
some exceptional merit as advertising 
mediums. An eight-line advertise- 
ment for a whole year in PRINTERS’ INK 
costs only $208. A quarter-page, one 
time a month, advertisement isto be 
had for $300. Papers of .sufficient 
prominence find themselves warranted 
in using spacein PRINTERs’ INK to the 
value of from $600 to $10,400. Sooner 
or later it is expected that some emi- 
nent publisher will buy the double 
middle pages, the price of which is held 
at $300 a week, or $15,600 a year. 
‘They are very cheap at that price. The 
enterprising publisher always feels the 
need of advertising his paper, just as 
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much as the merchant does his busi- 
ness, and for the same reason. Be- 
cause PRINTERS’ INK is read by all 
American advertisers it is selected by 
publishers as the one medium available 
for making known their circulation, 
character and the value of the field 
covered, and every other thing which 
goes to prove the paper’s extraordinary 
value. PRINTERS’ INK, for the past 
ten years, has been constantly discuss 

ing problems in advertising, especially 
those relating to newspaper advertis- 
ing. There is hardly a newspaper man 
or an advertiser of prominence who has 
not, at some time, contributed to its 
columns. It is PRINTERS’ INK’s prov- 
ince to make advertisers think for 
themselves, and arrive at sound con- 
clusions. This has made PRINTERS’ 
INK the success that it is, and raised it 
toits present authoritative position asthe 
** Journal for Advertisers” — ‘* The 
Little Schoolmaster in the Art of Ad- 
vertising.’’ The newspapers advertised 
in its columns get the benefit of the 
wide influence that the little journal 
exerts. The reading matter of PRINT- 
ERS’ INK, from time to time, has fre- 
quent reference to different papers used 
to illustrate an argument, and to aid 
the reader to form a just conclusion and 
determine his bestinterest. ‘The editor 
of PRINTERS’ INK has no hesitation 
about saying good things about a good 
paper, whether it isadvertised inits pages 
or not, but when it happens that the 
paper mentioned is one advertised in 
PRINTERS’ INK, he is always specially 
glad to tell something about it that will 
be useful to the paper as well as to 
advertisers. It is much easier to say 
something of benefit toa paper when it 
is the best in a State or of its class, or 
ina city or a region of country that 
ought to be, and could be, covered by 
advertisers with profitable results. 
PRINTERS’ INK has no space in its 
reading columns for sale. Every word 
that appears as reading matter is in- 
serted absolutely without charge. A 
contract for advertising in PRINTERS’ 
INK carries with it no right to notices 
of any sort: but for-all that PRINTERS’ 
INK realizes that advertising patronage 
is what makes its existence a possi- 
bility ; and is more than glad to aid 
its friends ty countenance, encourage- 
ment and publicity, always free of 
charge, just as often as anything turns 
up that, besides being of value to the 
advertiser, is of interest to the adver- 
tising public as well. 
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THE idea that every letter requires 
an answer is obsolete. Circulars now- 
adays can not always be distinguished 
from genuine letters. Most business 
men find it sufficient to answer letters 
that look like business and treat all 
others with a healthy sort of neglect. 





JupcE DALY, in the Supreme Court, 
Jan. 11, handed down a decision con- 
tinuing the injunction obtained by the 
Commercial Advertiser Association, re- 
straining the gy i issued under 
the titleof ‘‘ The New York 3 
from using the title ‘‘ The New York 
Commercial.” The owners of that 
paper, he held, might use the adjective 
with a substantive, such as, for in- 
stance, ‘‘ The New York Commercial 
List,” which would not infringe upon 
the title of the Commercial Advertiser. 


— +o 
PURE AND OTHERWISE, 





Office of 1 
M. G. Stoneman & Son, 
akers of 
Awnings, Tents, Flags, Sails. 
50 years on Quay Street. 
Avsany, N. Y., Jan. 10, 1898. J 
Editor of Printers’ Ink: 

Will you kindly give us an idea what we 
ought to pay for six lines reading notices, 
three times a week for three months, for six 
months and one year; daily paper (evening), 
said to have 23,000 circulation; sional 
from four to eight pages, eight columns to a 


page. Respectfully, 
M. G. Stoneman & Son. 


The Albany 7imes-Union must be 
the paper our correspondent has in 
mind. The 7imes-Union will insert 
reading matter at prices varying from 
fifteen cents toa dollara line, according 
to position and the nearness of approach 
to what is called ‘‘ pure reading mat- 
ter.” Our friend, Mr. Farrell, the 
editor, still sells his purest readiag 
matter for a dollar a line—God help 
him.—[Eb. P. I. 

—_—_————_ 
THE SUPERSEDED WEEKLY. 


BEFORE WOOD PULP AND WEB 
PRESSES CAME. 
From the Preface of the American News- 
paper Directory of 1872. 

Weekly papers are the favorite ad- 
vertising mediums, and as they obtain 
comparatively high prices for their 
space they are therefore the most profit- 
able, except in very large cities. 

From the Preface of the American News- 
paper Directory for 1890. 

Of all publications the weekly is 

most popular, 


NO POST-OFFICE INTERFERENCE: 


McKeesport, Pa., Jan. 6, 1898. 
Editor of Printers’ Ink: 

In your issue of January 5 you have an 
article entitled: ‘** Ads That Spoil Others.” 
After reading it I decided to ask you to give 
me some information in regard to the right 
of a newspaper to refuse an advertiser, 

The case is as follows: 

This city has a population of about 30,000, 
we are but fifteen miles from Pittsburg, and 
about fifty per cent of the ready-made cloth- 
ing worn here is bought at Pittsburg. 

There are five first-class clothing stores in 
our city,each one a constant and large ad- 
vertiser in both of our evening papers, spend- 
ing annually, about equally divided between 
the two papers, $7,000. 

A certain Pittsbun clothing house adver- 
tises once a week, “ isles the busy season 
only,” in both papers, takes large space 
every Friday. The clothiers of this city 
called upon the proprietors of the papers and 
asked them to refuse to accept the Pittsburg 
clothing ads, explaining how it hurt us, etc. 

The owners of the papers claim that they 
can not refuse the ~ of the Pittsburg con- 
cern on account of the postal laws, etc. 

Will you kindly inform me if that is true. 
Can they refuse the ad without any danger 
of being prosecuted by the Pittsburg cloth- 
ier? Respectfully yours, L. J. HaBrr. 


The McKeesport papers may refuse 
the Pittsburg ad without any fear of 
interference from the postal authori- 
ties. The st-office officials are 
rather ‘‘previous’’ at times, but this 
is a matter that even the most officious 
of them would decline to meddle with. 
Still, PRINTERS’ INK believes the Mc- 
Keesport papers do right in accepting 
the Pittsburg advertisement. Although 
this is a free country there is too much 
disposition manifested to run other 
people’s affairs. If the Little School- 
master were publishing those McKees- 
port papers he would take all the rep- 
utable Pittsburg advertisements of- 
fered, and if he were running a clothing 
store in McKeesport he wu ould not kick 
but would try very hard to see if he 
could not sell as good a coat for as lit- 
tle money as the Pittsburg concern does, 
and advertise the fact.—[Ep. P. I. 


a. 


CHICAGO SCARED BY $100. 


The New York 7imes, in its issue of 
Monday, January 10, publishes the fol- 
lowing important information received 
by telegraph : 

CuIcaco, = 9.—Arthur Van Blatt came 
here to-day from Carbondale, IIl., with $110. 
He spent $10, but when he tried to get the 
hundred-dollar bill changed he found himself 
in trouble. He offered the bill at a lunch 
counter, but there was not that much money 
in the house. He went to saloons, tobacco 
stores, hotels, lunch houses, and every open 
store for blocks and blocks. The police could 
not help him, and to-night he is hungry and 
does not know what to do, 














ABOUT QUALITY. 


QUANTITY WITHOUT QUALITY MAY BE 
WORTH VERY LITTLE ; BUT QUALITY 
WITHOUT QUANTITY IS WORTH NOTH- 
inG.—[Ep. P. I. 


95 Witi1aM STREET, f 
Jan. 6, 1898. 

litor of Printers’ Ink: 
In your issue of December 29 you invite 
2gestions respecting the choice of Mr. L. 
Morse’s “* Strongest Seven’? as advertis- 
» mediums. In my estimation, Mr. Morse 
s chosen too many of the magazines which 


ich the same class of people. For instance 
- Cosmopolitan Miagaszine is bought and 
unsey’s 


id by the very people who take 

i McClure’s, and T feel quite certain that 

the facts were known, as I have been able 

ascertain, the advertisers. would discon- 
nue the use of either one of the three, and 
bstitute in its place one of the standard re- 
ews, such as the North American Review 
r the Forum. The North American Re- 
ew might be somewhat more effective than 

e Forum on account of its long and suc- 

ssful establishment, by which it must have 
vuilt up a clientele unequaled by any other 
nagazine, which advertisers would do well to 

ater to on account of the ability of the read- 

rs to purchase just what advertisers had to 
lispose of. In the course of my business I 
iave had the opportunity of interviewing nu- 
nerous successful advertisers, and the gen- 
ral opinion is that it is not so much quan- 
tity as quality that pays in advertising a busi- 
ness, that such magazines as Munsey’s, Cos- 
opo/itan and Mc‘ lure’s are read by a class 
f people who seldom look through the ad- 
vertising pages and much less patronize the 
advertisers. 

It seems strange that with all the facilities 
for better discernment, advertisers to-day are 
running wild for quantity—viz., large circu- 
lation—instead of what they should be anx- 
ious for—quality. 

However, in my opinion, the advertising 
fraternity must sooner or later come to the 
conclusion that quality, no less than quan- 
tity, should be one of the first considerations 
in choosing a medium for successful adver- 
tising. Very truly yours, 

Freperick J. GRogHL. 

When the Little Schoolmaster re- 
ceived this communication he submit- 
ted a number of questions to Mr. 
Groehl. The questions and answers 
are published below: 

Q. Admitting that quality is of more ac- 
count than quantity, seer you for that 
reason, being satisfied with the quality, feel 
that no information need be required con- 
cerning quantity ? 

A. No; I don’t ask you to admit 
that quality is of more account than 
quantity. 

Q. Asa further illustration of the idea, 
would you think an advertisement in one 
copy of the family Bible worth more than 
the same advertisement in four hundred 
thousand copies of the New York Sunday 
Sournal ? j 

A. Not worth answering. An ab- 
solutely extreme case. 

Q. Pursuing the same thought, do you 
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know how many copies are printed monthly 
of the North American Review ? 

A.* Ido not. But any intelligent 
advertiser must know that publications, 
like the Forum or the North American 
Review have a substantial circulation. 
The fact that they are found all over 
the country, and are recognized as 
among the most potent periodical in- 
fluences, proves that. 

Q. Do you know how many copies are 
printed monthly of the Forum ? 

A. I do not. 

Q. Admitting, for the sake of argument, 
that the quality of the Forum and of the 
North American Review is just as high as 
it can be, does it in your opinion make any 
difference to the advertiser whether each of 
these sells one thousand or fifty thousand 
copies; that is, will one thousand North 
American Reviews in your opinion, on ac- 
count of quality, be just as good to the ad- 
vertiser as fifty thousand copies of the North 
American Review ? 

A. Of course not. I might ask 
you in turn whether advertisers can 
rely upon the circulation statements of 
all publishers who made statements of 
suat kind? Do you know what pro- 
portion of copies printed can properly 
be described as advertising circulation ? 
But that is to say only that quantity is 
to be considered. 

_Q. If there is an objection to the duplica- 
tion of circulation, is not that a valid reason 
why a man should never advertise two days 
in succession in a daily paper? 

A. The duplication may be unwise 
and excessive. It is for that reason 
that I suggested the substitution of 
another magazine, and the adoption of 
my suggestion would not do away with 
duplication on the list. 

Q. Having answered these questions, do 
you still thin ag communication of asa 
6 to Printers’ [nx is a sound document 


A. Ido. 





ONLY the man who has done very 
little advertising thinks he knows all 
about the subject. 





Wm. C. FREEMAN, the New York 
Fournal advertising man, receives a 
salary of $200 a week, or $10,400 a 
year, which is an increase of $2,900 on 
the salary he received in 1897. The 
increase was directly brought about by 
the influence of Messrs, C/:M. Palm- 
er and E. Katz, both of whom highly 
value Mr. Freeman’s services and re- 
gard them as cheap at the price paid 
for them. It seems absurd that a 
single man should get for his own un- 
aided services as much money as PRINT- 
ERS’ INK is able to demand for its out- 
side cover pages. 
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MAGAZINE CIRCULATIONS, 


ARE OUR MAGAZINES BEGINNING TO 
* BE ASHAMED OF THEIR CIRCULA- 
TIONS? 


Attention has been directed by 
PRINTERS’ INK to the curious reti- 
cence of Mr. Munsey, the Messrs. 
Harper & Brother, The Century Com- 
pany, Messrs. Scribner’s Sons and the 
Review of Reviews concerning the 
actual output of these excellent peri- 
odicals. WcClure’s and the Cosmo- 
politan seem to be conspicuous ex- 
amples of more open dealing. The 
Little Schoolmaster has frequent notice 
that inquiry concerning circulation is 
very distasteful to the magazine pub- 
lishers, and Mr. Lanier, of the Review 
of Reviews, appears to have finally 
made up his mind not to tolerate this 
sort of nonsense any more. His con- 
clusions are tersely expressed in the 
following letter: 

Office of 
“Tue AMERICAN MonTHLY REVIEW 
or Reviews,” 
13 Astor Place. | 
New York, Jan. 8, 1898. J 
Editor of Printers’ Ink: 

You are still and rep dly publishing the 
false statement that the circulation of the 
Review of Reviews is above 40,000, but below 

5,000 copies per month. You print this false- 

ood in the face of the following facts and of 
your claim that you really wish to ascertain 
the truth of the circulations you quote: 

First : On the last and only occasion, tomy 
knowledge, on which your representative has 
been in this office I personally gave him 
proof from our books and accounts of the 
circulation for the current month, which was 
at that time 95,000. . 

Second: Messrs. Ferris Brothers, our print- 
ers and your own, have shown you in detail 
the circulation of the Review of Reviews, 
and have also assured you that the circula- 
tion of the Review of Reviews has not fallen 
so low as the highest limit you give us in 
your Directory and in Printers’ Ink within 
the entire time that they have been printimg 
this magazine. Baan 

Third: The actual paid circulation of the 
American Monthly Review of Reviews is at 

resent 121,000, at a time of the year which 
eaves it certain that the succeeding months 
will show a higher figure. 

he statements and blanks which you have 
sent to us have not been signed because we 
did not wish to make any official statement 
to you of our circulation when you are will- 
ing to take the official statement of any unre- 
liable publication, and when, in consequence 
our truthful statement of circulation would 
be compared with scores of inflated circula- 
lations with no distinction apparent to the 
reader of your book. But you have had, as 
above noted, every opportunity to find out 
the truth for yourself. 

We hear inquiries from pople concerning 
the fall in circulation of the Review of Re- 





tiews, as quoted in your Directory and 
weekly, and we have these inquiries when 
the paid circulation of the magazine is larger 
than at any time inits history. If your pub- 


lications have any authority or effectiveness 
at all, or any reason for existence, they have 
injured us by their false statements just to 
the extent of such effectiveness. 

We have abundant witnesses to prove that 
you were informed of the true state of affairs, 
and that you still credit us with between 4o,- 
oco and 75,000 circulation, when we are sell- 
ing between 120,000 and 130,000, We are ad- 
vised that under these circumstances it is not 
possible for you to injure us in this way 
without suffering for it in the courts. _ 

While, frankly, it seems to be as fair as it 
is desirable to Love that publicity given to 
our present extraordinary paid circulation 
which proof in a court trial would afford, stil! 
we have every desire to give you the oppor- 
tynity of maki reparation and of telling 
the truth in the future. We should be inter- 
ested to hear what you have to propose. 

Yours truly, Cuartes D. Lanier, 

Business Manager. 


Mr. T. F. Kennedy, who disbuises 
advertising orders from the Geo. P, 
Rowell Advertising Co., says that he 
was informed that the reason why the 
Review of Reviews hesitates to give a 
definite circulation statement is be- 
cause some of the various advertising 
agencies in their books give this par- 
ticular monthly credit for issuing about 
two hundred thousand copies, which is 
a very much nicer rating certainly than 
forty thousand, and if the lower rating 
is the nearer to truth, Mr. Lanier 
would seem to be quite justified in 
pursuing his policy of silence tem- 
pered by threatened libel suits. Re- 
ferring more particularly to Mr. Lanier’s 
statement, there is occasion to say 
here that every statement made by Mr. 
Lanier, concerning which the editor of 
PRINTERS’ INK has any knowledge, is 
untrue. Pursuing the rule of averages, 
it would, perhaps, be proper to con- 
clude that all the other statements are 
true. There is a story of a man who 
when very ill, was comforted by his 
physician with the statement that he 
was sure to recover, ‘‘* because,” said 
the doctor, ‘* ninety-nine out of a hun- 
dred die of the disease from which you 
are suffering and I have already lost 
ninety-nine cases. Yours is the hun- 
dredth case, so you are sure to get well.” 





ON the basis of the census of 1890, 
New England’s population is 4,700,798, 
scattered over an area of 62,000 square 
miles, an average of 75 persons to the 
square mile. In the State of New 
York the population exceeds 5,997,- 
853, covering an area of 47,620 square 
miles, which would give an average of 
125 persons to a square mile. In 
Massachusetts, which has an area of 
8,040 square miles, the population ex- 
ceeds 2.238,943, giving an average of 
more than 278 people to a square mile, 
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Daily Newspaper 
Advertisers 


Appreciate the value of THE MAIL AND 
Express and use its columns liberally. 
During the year 1897 it published more 
columns of paid advertising than any other 
New York evening paper. There can be 


but one reason for this. It pays advertisers. 


PITT Y TMT WYO RT WTO AT 
The 
Mail and Express 


203 Broadway, New York. 
PO i 


Magazine 
Advertisers 


Should look into the half-tone magazine issued 
with the Saturday edition. It has proved 
to be a profitable advertising medium for 
magazine advertisers desiring the quick 
returns that newspaper advertisers demand. 


Send for a copy of magazine and rates. 

















ONG amare Seeman 
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IT FLOATS ; AN ORIGINAL IDEA, 


A new star has arisen in the Central 
West. He parts his name inthe middle 


and it is J. Ellsworth Gross. His pro- 
fession is that of ‘‘advertecture.’’ His 
. home is in Chicago. The picture re- 
~ produced on this is a specimen of 


€ 
what Mr. Gross eb, and the follow- 


ing description sets forth, in a style 
that is flowing, though modest, com- 
prehensive, but delicate, Mr. Gross’ 
opinion of the success he has achieyed: 
“The artistic eye will not fail to notice the 
finish of this reproduction. At the first glance 
it is a mystery how these lights and shades 
are so rounded and so delicate ; so apparent- 
iy ihe delineation of a group of living forms. 
here is the wonderful artist whose drawing 














can produce such effects? But the truth is 
there was no such artist or drawing, no more 
ian there has been such a living group. A 
»se study may reveal the fact that the whole 
scene was modeled in relief and then photo- 
-raphed, this elaborate process being resorted 
in order to create a delusion that is next 
or to reality. 


el 
SCOTT & BOWNE AND THE OHIO FOOD 
LAW. 


In our issue of Dec. 29, 1897, we pub- 
hed a letter written by Commissioner 
ilackburn, of the Ohio Food Commission, 
dressed to Messrs. Scott & Bowne, of this 
ty, advising them to take Scott’s Emulsion 
it of the State of Ohio, The letter stated 
turther that certain chemists had discovered 
e presence of morphine, which was the 
-ason for his peremptory action. 
It seems that under the law, preparations 
yntaining drugs that are commonly known 
$s poisons, conte sold in the State of Ohio 
gally, provided a certain caution label bear- 
ng the skul! and cross bones and the word 
‘* poison ” be placed on the goods. Messrs. 
scott & Bowne unequivocally deny that their 
reparation contains, or ever did contain, a 
ingle grain of morphine, and absolutely re- 
fuse to place the caution label on the bottles, 
is it would imply the presence of this drug, 
which is entirely contrary to the facts. 
There are included in the list of proprietary 
articles attacked by Commissioner Blackburn 
a number which have a world-wide reputa- 
tion and years of standing. In many cases, 
the proprietors admit, in minimum quan- 
tities, the presence of drugs which are com- 
monly termed poisons, but deny that the 
quantity is harmful, and urge their presence 
aS necessary to the medicine. The position 
which these preparations are obliged to take 
is one of fighting the interpretation of the law 
as construed by the Commissioner and its 
constitutionality; in both contentions they 
are likely to succeed, but Scott & Bowne de- 
clare they do not come under the law in any 
way, and are irrevocably determined to con- 
tend the question on the square issue that 
their preparation does not contain any dele- 
terious substance whatever. Their positionis 
fortified by the analysis of some of the 
greatest chemists of the country, and 
cially those of Ohio, who have unanimously 
declared the absence of any deleterious sub- 
stances. Their position is also sustained b 
the affidavit which we publish herewith 
which could not be made and defended were 
it not, in every respect, absolute truth. 
State oF New YORK, . 
Crry aND County oF New York, fas. : 
SAMUEL W. Bowné, being duly sworn, says, 
that Scott & Bowne have never in their busi- 
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ness career used a single grain of morphine 
or of the alkaloids of opium in “ ‘s 
Emulsion” or in any other product manu- 


faetured by them. 
make this statement from personal know!l- 
eige derived from the personal care and su- 


an ure 
Pr the Emulsion from its inception down to 
the t date. 


To thore ly satisfy If, I h had 
I have 

six of the of the United’ 
States examine ‘‘ Scott’s Emulsion,” 
and now have before me their reports, 
which they state that not a trace of morph 
can be found in any of the bottles of “ Scott’s 
Emulsion” which were picked “pps different 
= the country. Samvg. W. Bowne. 





worn to before me this 3ist 
day of Dece-aber, 1897. j 
Freperick 8. Walt. 


Notary 5 
New York County. 

Scott’s Emulsion is sold throughout the 
entire country, and if it contained a deleteri- 
ous substance it would be immediately dis- 
covered, and no firm would face the public 
with an unqualified affidavit so easily proved 
or disproved unless it were truth fer se. We 
are glad to give -_s to this side of the 
case and to record the above statement as a 
vindication of the reputation of a house 
against whom no previous accusation has 
been made, much less sustained. 

. Scott & Bowne have issued a circular guar- 
anteeing to defend any druggist — pros- 
ecution for morphine under the Ohio law. 


aoa — 
‘**NEEDED—A CHURGH ADVERTISER.” 
In the best sense of advertisement, this is 
one of the greatest needs of our churches. 
Some one in each church who would, with 
bright ideas and in new ways, but regularly 
all the year round, make it his business to 
advertise his own church, justas a business 
man does his business and for the same pur- 
pose, to draw more customers for the pearl 
of I vy price that the church has for 
e devil knows the value of advertising 
in connection with his wares, as our fences 
and sign ts and newspapers show. But 
the churches must awake out of sleep and 
use this mighty power ad verto—that is to 
“*turp towards,” to turn men towards Christ. 
Who is to do it? Not the pastor. He 
ought to be part of all the value in the 
church and can not seem to advertise himself. 
No, not the pastor, but some business man, 
who is a good Christian and a advertiser 
of his own business. Ora bright young man 
or woman who will give thought and time and 
perseverance to it.—Congregationalist and 
Canadian Independent. 








<o—_—_—_—_ 
EpucaTionaL institutions can well culti- 
vate a faculty for advertising. 








New York City. 
Gentlemen—Inclosed herewith 
of the “ Montgom 


With the compliments of the 
season, we beg to remain, 
Yours very truly, 





OFFICE OF 
DER NEUTRALIST (GERMAN) AND MONTGOMERY TRANSCRIPT, 
SKIPPACK, Pa. 


Publishers American Newspaper Directory, 


Jan 
lease find detailed statement of the circulation 
ery Transcript” for the year 1897. 

In this connection it might not be amiss to say that we have never had any difi- 
culty whatever to obtain a correct rating in your Directory, and we have not in five 
years advertised in the book, either. We know that publishers who send a statement 
to youthat bears the stamp of truth have no difficulty in securing a correct rating. 


uary 1, 1898. 
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WHAT SOME PUBLISHERS ASSERT. 
** said in my haste all men are liars.” —Psalm cxvi., U1. , 


The paragraphs in this department are inserted without any charge or 
payment, A publisher who has a good story is invited to tell it as tersely as 
he can, setting uP the most substantial claim he habitually uses to influence 


advertisers. Alt 


his own, there will be no objections to comparisons. 
sends is published as coming FRoM HIM. 


ough a publisher need not necessarily refer to any paper but 


What the publisher 
It is his privilege to praise his own 


paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be Te elder 


CALIFORNIA, 

Oakland (Cal.) Enguirer (1).—The actual 
circulation of the Daily Enquirer is 2,000 
greater than that of all other Oakland dailies 
—— The “yr circulation of hs 

eekly Enguirer is fully 400 greater than 
that of any other weekly paper published in 
Alameda County. 

Sacramento (Cal.) Record-Union (2).—Is 
the only seven-day paper in Northern and 
Central California outside San Francisco. It 
receives the full Associated Press morning 
report exactly the same as the large morning 
dailies of San Francisco. It is four hours 
nearer by rail than they to all of Northern 
and Central California. It owns its own 
building and its own 20,000 an hour capacity 
perfecting press. It operates on the premises 
five Mergenthaler linotypes, and has a model 
stereotyping plant. It was established in 
1851 and consolidated in 1875. Its home is 
the center of the greatest fruit-growing region 
in the State. It is the cleanest paper, and is 
recognized as pre-eminently the family jour- 
nal of the State. It leads in circulation in its 

eld. 

San Francisco (Cal.) Star (1).—Goes to 
more homes than any other weekly journal 
on the Pacific Coast. Its circulation books 
are open for inspection to all. 

CONNECTICUT. 

Derby (Conn.) Evening Transcript (1).— 
The only one-cent Ss, Mae gem Derby, 
Ansonia, Shelton, East Derby, Derby Junc- 
tion, Huntington Center, Uxtord and Mon- 
roe. Thehome newspaper of Derby. 

GEORGIA. 

Barnesville (Ga.) Georgia Farmer (1).— 
Circulation is guarant 5,000 copies 
each issue, distributed principally in Middle 
and Southern Georgia. An excellent oppor- 
tunity is thus offered advertisers who want to 
reach the best = 4 — territory. 


* 
Pony (Tll.) Birds (@)—We are printing 
000 copies per month. 

"Chicago. (Iil.) Midland-(1).—The leading 
newspaper of . church (United Presbyte- 
rian.) The only weekly periodical of its 
church published outside of the State of 
Pennsylvania. A family magazine, preserved 
the whole week and read by all the house- 
par af — kept for reference, or lent to 


nei 
agibors. (IIL) Orange Judd Farmer 4. _ 

Offers you 74,000 circulation each week, and 

covers the CSatral and Western States. 
Chicago (Ill.) Western Ploughman (1).— 


EXPLANATIONS. 

(1) From ted matter emanating from 
the office of the paper end Ses in connec- 
tion with its ccrrespo' 

(2) Extract from a Teter or oF postal ca: 

8 Extract from the columns of sere paper 
sopesring either as advertising or read 


ma) By word of mouth by a representative 
of the paper. 





ricultural and family journal of large 

pn ation among the most substantial and 
progressive farmers. 

Chicago (Ill.) Young People (1).—Sworn 

circulation, average for 1897, 20,000. Only 

— of its kind in Chicago or the 


Mattoon (Ill.) Star (1).—Largest circula- 
tion of any paper between Chicago and Cairo, 
and between St. Louis and Ferre Haute. 
Circulation : Weekly, 3,600; daily, 920. 

Monticello (111. ) Platt Co. Republican (1).— 

ading ard paper. Largest circulation. 
Most ogy bye ws. 

Pekin (Ill.) Post (1). — Daily established 
1885; circulation 1,068. Weekly established 
1835; circulation 2,665. 

INDIANA. 

Evansville (Ind.) Courier (1).—Largest cir- 
culation in Southern Indiana. 

Peru (Ind.) Republican (1). —It is credited 
with the largest circulation of an newspaper 
in the Eleventh Congressional District. It 
publishes no daily, and hence holds its cir- 
culation in thecity of Peru, as well as the 
county and country outside. Has a large 
list of subscribers at every post-office in 
Miami County, and a large list of subscribers 
who have moved West and still feel an in- 
terest in the old home “in yander.” 

Richmond (Ind.) Enterprise («).—Has the 
largest circulation and is the best advertising 
medium among Wayne County weeklies. 

Terre Haute (Ind. ) Evening Gasette (1).— 
Circulation largest in the State, outside of 
Indianapolis. 

Terre Haute (Ind.) 7rzbune (2).—The issue 
of the Daily Tribune of Saturday, December 
18, 1897, contained the advertisement of A. 
Herz (Herz’s Bazar), which occupied 480 
inches, just four full pages. The publishers 
of the /7zéune claim that this is the largest 
space ever occupied by any firm in any news- 
paper in Indiana up to the above date, Sat- 
urday, December 18, 1697, and challenge any 
one to beat it. From December 18 to De- 
cember 24 there were 316 columns of adver- 
tisements in this paper, amounting to 6,320 
inches. Some — er beat this. 


OWA. 

Des Moines (Ia. ) News). —It is believed by 
the manager of the Des Moines Daily News 
that no daily newspaper in the Union is more 
uniformly distributed throughout its home 
State, or has aclearer, cleaner or more solid 
lead over all State competitors than has the 

s Moines News. 

Des Moines (Ia.) Wadlace’s Farmer and 
Dairyman (1).—The official agricultural 
paper of Iowa. More bona fide paid-in-ad- 
vance subscribers than any other agricult- 
ural paper in Iowa, 

Guttenberg (Ia.) Press (2). —The only paper 
published in the largest town in Clayton 
— Circulation at the present time 


, (Ia.) Comrier (2).—B* the larg- 




















est circulation of any newspaper in the Sixth 
Congressional District of Iowa, and there is 
reason for it. It publishes the news; it is 
-an, reliable, enterprising and independent. 
does not attempt to compete with the 
Chicago and other metropolitan newspapers 
1 the news of the universe (though it pub- 
shes something about every important mat- 
), but it does see to it that no other paper 
1: earth competes with it in the publication 
f the news of the special territory, embrac- 
ng ten counties, which it occupies. It is for 
lis reason that a majority of the oy of 
ttumwa, Wapello County, and the Sixth 
yngressional District of Iowa, regardless of 
litics, will have the Courier, hence a cir- 
ilation which we guarantee to be more than 
ree times that of any other daily paper in 
ie district. 
Sac City (Ia.) Sum (1).—Largest circulation 
n Sac County. 
KANSAS. 
Chanute (Kan.) Morning Sun (1) —The 
urgest circulation of any daily in thecounty. 
Manhattan (Kan.) Nationa/ist (1).—Is the 
ldest paper in the county, and is the recog- 
ized organ of the dominant party. Its circu- 
ition is larger than that of any other paper 
n the county, and four to five times larger 
than some of its competitors’. Sworn state- 
ients of circulation furnished advertisers 
ipon application. 
Oskaloosa (Kan.) 7Zmes (1).—The Times 
is the paper for the advertiser, because, rst. 
Always good, clear print. 2d. Has the 
largest circulation in the county. 3d. Satis- 
factory service at reasonable rates. A county 
seat paper, such as the 7¥mes, which pub- 
lishes all the official county news, always 
has a better class of readers than mere local 
papers, no matter how good they may be, 
KENTUCKY. 
Louisville (Ky.) Commercial (1).—Largest 
morning circulation in Louisville. 


MAINE. 

Bath (Me.) Independent (1).—The unique, 
original down East weekly. The leading 
weekly in Bath, Brunswick and vicinity. 

Eastport (Me.) Sentine/ (1).—Largest cir- 
culation in Washington County. 

Ellsworth (Me.) American (1).—Has a 
larger circulation than all the other papers 
printed in the county combined. It has sub- 
scribers in 39 States of the Union; it goes 
to 416 post-ofhices ; it goes to every town in 
Hancock County, and to 106 of the 116 post- 
offices‘in the county. To reach a county 
constituency, an advertiser must use a county 

aper. hat’s what the American is—and 
it’s theonly one in Hancock County. 

Norway (Me.) Oxford County Advertiser 
(3).—-The Advertiser circulates more papers 
in the territory which provides customers for 
the merchants of its publication town than 
any other paper in New England. he ad- 
vertising in our columns has been no small 
factor in drawing to the stores of this place a 
trade of city proportions. 

Phillips (Me.) Phonograph (2).—Leading 
sportsmen’s and tourists’ paper in the State, 
Devoted to fishing and hunting interests. Is 
read by the class of people whe buy fishing 
tackle, arms, ammunition and outfits for 
lakes, streams and woods. “ News of the 
North Maine woods and country.”’ 


MARYLAND. 

Snow Hill (Md.) Peninsula Press (1).—Cir- 

culates throughout Maryland, Delaware and 
the Virginia Rastacnla. 

MASSACHUSETTS. 

Stoughton (Mass ) Record (2).—I am sure 

many of your contributors to the “* Claims 

Department ”’ will be interested to know that 
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means the best paper 
Pp , that its circulation 
is more than double that of its only competi- 
tor, and that its real live advertising is also 
fully double. Its Christmas number of 
ninety-six columns, each twenty-two inches 
long, was the biggest, handsomest and best 
paper ever published in town. 
MICHIGAN. 

Ann Arbor (Mich.) Washtenaw Home Vis- 
ttor (1).—Has the largest circulation in Wash- 
tenaw County of any periodical published. 

Homer (Mich.) Vidette (2).—Has twice the 
circulation ever attained by any other Homer 
paper, and is by far the best printed and 
edited paper ever published in Homer. 

Jackson (Mich.) Patriot (1).—The only 
morning and the only Sunday morning news- 
paper in a territory fourteen and a quarter 
miles square. 


the Record is by all 
hliched in < » 





MISSOURI. 

Springfield (Mo.) Republican (1).—Only 
Republican paper in Springfield. Larger 
circulation than any other paper in South- 
west Missouri. 

Unionville (Mo.) Republican (1).—Only 
Republican paper in county. Circulation 
(sworn), 2,550. In Putnam County, 2,150. 

MONTANA, 

Anaconda (Mont.) Standar/ (2). — The 
Standard —- under the most unique 
conditions of any newspaper in the United 
States, its circulation being larger than the 
Re ulation of the town in which it is pub- 
ished, and its principal field (Butte) for both 
advertising and circulation beingtwenty-eight 
miles from its publication office, which is 
reached by special train at 5.15 a. m. daily. 
Its paid circulation is greater than that of 
any nor ublished in Oregon, Wash- 
ington, Idaho, Utah, Wyoming, North and 
South Dakota and Montana, with the single 
exception of the Portland Oregonian. Its 
circulation in the State is guaranteed to be 
three times as large as any other newspaper 
in Montana, 

NEW HAMPSHIRE. 

Derry (N.H.) News (1).—The best medium 
in’ Southern New Hampshire; 15,000 readers. 

Laconia (N. H.) Press (r).— The only daily 
newspaper in New Hampshire north of Con- 
cord. 

NEW JERSEY. 

Newark (N. J.) Russedi’s Convention Dates 
(2 .—Only paper in America that announces 
from one to four months in advance the place 
and time of meeting of all conventions, grand 
lodges, sporting events, educational, trade, 
religious, political, scientific and social meet- 
ings or conferences. Secretaries’ name and 
address given. Only advertising medium 
that reaches all the secretaries of all conven- 
tions, organizations and public meetings. 
Published weekly, and always up to date. fa 
valuable for hotel proprietors, amusement 
bureau people, general passenger agents, 
daily newspaper editors, trade and secret so- 
ciety publications, and all who are interested 
in large public gatherings. . 

Summit (N. J.) Record (2).—The brightest 
and best local newspaper in New Jersey, and 
the only medium through which advertisers 
can reach all the resid of S it and 
this section of the State. 

MANITOBA. 

Winnipeg (Man.) Commercial (1).—The 
only journal which reaches the trade of West- 
ern Canada from Lake Superior to the Pacific 

ean. 


QUEBEC. 
Rock Island (P. Q.) Stanstead Journa/ (1). 
—Largest circulation and best advertising 
medium in Stanstead County. 
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A REMEDY FOR PRICE CUTTING. 
New York, Dec. 23, 1897. 
Editor of Printers’ Ink: 

When one store tries to stir up the town 
by cutting the price on an article of known 
value, it is the rule for some other-store in 
the same town to bring the price down still 
lower. Then the store that made the first 
cut comes back with a still deeper slash and 
before many days the good shoppers of that 
town are getting goods below the actual cost. 

I have worked several schemes to prevent 
competitors from overshadowing special sales 
that had been arranged in stores for which I 
was doing the advertising. ” 

Once I spent a lot of money working up a 
special sale of Funk & Wagnall’s New Stand- 
ard Dictionaries. Our price was $12. The 
books went off readily at that price until our 
competitors across the way began selling the 
same book at $9.98. Our price the next day 
was put down to $8.98. The other store made 
abig hurrah and offered the work at $8.25. 
The third day we put about dictionaries 
on a big center table and marked them $7.25. 
Both firms were now selling the books below 
what they paid for them in 1,000 lots. But 
still the battle went on. Our competitors 
were hard-headed. They did not meet or 
lower our price in their matyy a ged advertise- 
ments on the fourth day, but when their 
store opened I soon learned that they had up 
a bold ticket reading: 
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A CANADIAN MERCHANT. 
Siucog, Can., Jan. 8, 1898. 
Editor of Printers’ Ink : 

Simcoe is a live town in Southwestern On- 
tario, with a population of over 3,000. The 
most successful firm in the county is that of 
Northway, Anderson & Falls, who also have 
stores at St. Thomas, Tilsonburg and Orillia 
Mr. H. S. Falls, the local manager, is an en- 
thusiastic advertiser and firm believer in 
printer's ink. His business motto is: “‘ Ad 
vertise, and be sure to live up to the strict 
letter of your advertisements.’’ Mr. Falls is 
a user of newspaper space almost exclusively. 
True, he supplements this with a judicious 
amount of poster and dodger advertising, 
but schemes have no fascination for Mr. 
Falls. Every paper in the county carries his 
announcements, and the two town papers, the 
Simcoe et atayen and the British Canadian, 
have each a column ad. One-third of a 
column long by three columns wide, is 
his regular space. The fact of his firm 
having large capital to take advantage of 
special bargains, and being direct importers, 
is emphasized. Special sales are introduced 
frequently, generally when there is some good 
excuse for it. For instance, last summer the 
merchants inaugurated the half holiday sys- 
tem, and all stores were closed Thursday aft- 
ernoon. Mr. Falls introduced Thursday 


morning sales, and offered special values in 
certain 
> ake 


ines, in the endeavor to do as much 
in the forenoon as would be done in 





FUNK & WAGNALL’S 
NEW $12 STANDARD DICTIONARY, 
6.98. 


This was too good. We soon mustered 
about forty salesmen and saleswomen from 
our forces and armed them with $6 each. 
They were instructed to attend the dictionary 
sale. Within two hours we had bought a 
whole wagon load of our competitor’s books, 
one by one, at $5.98—dollars and cents below 
cost. At rz a. m. that day the sale was 
stopped, we having secured all of the books 
sold at the very low price, except about 
twenty. Our competitors got onto the game 
and restored the price to regular business. 
That ended the book fight. 

At another time the same firm fought us 
on an umbrella sale until goods made to sell 
at $1.25 were going at 49c. The purchase of 
about 125 umbrellas by our people at the cut 
price put a stop to this foolishness. 

I know of one storethat bought more than 
300 cakes of Dr. Woodbury’s rsc. soapat sc. 
per cake, one cake at a time, in one day™ And 
of another store that ae agreed cleared its 
competitors of Mme. Yale’s toilet prepara- 
tions during a sale of these goods at about 
one-third regular prices. 

If you are having any serious price-fights 
you will find the remedy here given a very 
safe cure. Sam E, WHITMIRE. 


IN TOLEDO. 
Office of “‘ Totepo Eveninc News.” } 
Toxepo, O., Jan. 7, 1898. 
Editor of Printers’ Ink: 

In your article of October 27th I donot 
think that justice has been done to the To- 
ledo Commercial. The Sunday Commercia/ 
has, in my estimation, a larger circulation 
than any Sunday nad published in Toledo. 
The daily probably a third in circula- 
tion. a 


$$$ 7 F 
Tue dealer in pelts should have no “ skin 
game ”’ suggestions in the ad, 








P. WAKEFIELD. 


an ordinary day. On one occasion there was 
a great deal of talk about an old lady, “the 
heroine of Long Point,” who rescued a num- 
ber of sailors from a shipwrecked vessel. 
Mr. Falls had a local newspaper man write a 
sketch of the heroine and her heroic act. 
This was nicely printed on toned paper with 
a page ad on the other side. This made an 
attractive supplement, which all the papers 
with whom he advertised inserted in their 
regular issue free of charge. A reception 
was tendered the old lady at the store and 
thousand of people flocked to town to snake 
hands with her. One summer evening hun- 
dreds of people from town and county gath- 
ered to hear an open air concert by a band 
stationed on the roof of the store building. 
A competitor vacated the store he had occu- 
ied for years to move intoa bigger one. Mr. 
alls at once leased the windows of the va- 
~cant store, had the front painted, and his 
window dresser fixed it up so that every ar- 
ticle displayed bore a placard reading: ‘* This 
article is for sale at the big store on the cor- 
ner.” C. Stan ALLEN. 


———_ +0 
ANOTHER CHINAMAN’S AD. 
Rep Bank, N. J., Jan. 6, 1898. 
Editor of Printers’ Inx: 

In Printers’ Ink of Jan. 5 W.S. Croy, of 
Xenia, Ohio, states that he has seen but one 
advertisement of a Chinese laundryman. Mr. 
Croy thinks a Chinaman who advertises must 
be getting Americanized. Herein Red Bank, 
New Jersey, Chinamen have advertised for a 
long time. They not only advertise regu- 
larly, but they offer bargains and at times 


Laundry Prices Reduced. 
Shirts, 8 cents; collars, 1% cents; pair 
cuffs, 3 cents; undershirts, 6 cents; shirts 
ironed,6 cents. Family washing done in the 
best manner. See Yee, 30 West Front street, 
and Broad street, next to Sickles & Clay’s. 





cut rates of laundrying in their ads. Here 
is one which is now being run in the Regis- 
ter. Yours truly, Joun H. Coox, 
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A TRUE FREAK. 
Broox.yn, N. Y., Jan. 7, 1898. 
:ditor of Prixters’ Ink: 
The inclosed advertisement, clipped from 
the guide book issued by the Milbourne Ad- 
vertising Agency of Baltimore, Md,, is, I 
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TEXAS FOOLS ¢ 

Send out of the State for 
nearly everything they 
meed or use, and pay a 
higher price for it than 
they would probably pay 
for the same article nearer 
home, just because 


m 
ees See it Advertised. % 
n 


n 


; 


We. have the names of more of 
these Texas people on our sub- 
scription book than any other 
newspaper in North-West Texas, 
and if you want their money ask 
for it. 


cA 


nN 


The Blade Headlight, 





think, entitled to a prominent place in your 

collection of “freak” advertisements. 

predict a warm time for the publisher of the 

Blade Headlight sbould this catch the eye 

of any of his subscribers. Yours very truly, 
J. T. Frrzceravp. 

NEES Sate te 
STACK WAS STUCK. 

. Cuicaco, Jan. 3, 1898. 

Messrs. Geo. P. Rowell & Co.: 

You quote, and, as I understand it, guar- 
anteed circulation of the Houston Tess, 
daily, 6,486, and the weckly, 12,788. On this 
information, largely, the writer made a con- 
tract with this paper for the Dr. Harter 
Medicine Company. Dr. Harter’s agent 
wires me to-day from Houston that the Press 
is “ no good, has little or no circulation.” He 
says that he has made inquiries of the news- 
dealers in Houston for this paper and none of 
them knew of it. Prominent hotels never 
heard of it. By referring to the city directory 
he found it located one mile outside the city 
and run by a man’s wife at his house. The 
owner is a broken-down real estate man who 
runs a little advertising sheet to boom real 
estate, and he finds upon careful examination 
that they have no circulation, either daily or 
weekly, and made false statements to get the 
rating they have. He says it will simply be 
a total loss to use the Press, even at a low 
figure, as 250 will more than cover its circu- 
lation. He says that the Houston Post re- 
luctantly corroborates this information. 

Very truly yours, j. L. Stack. 
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AN UNUSUAL HARMONY. 
Owners and Publishers of the 
“ A, B,C Parurinper Rartway GuIpe.” 
N, Jan, 4, z 
Editor of Pruxters’ Inx: 
There seems to be an unusual harmony be- 








TO BE ARRAIGNED TODAY. 


Mrs. Nack’s Attorneys May Consent to 
a Sentence of 21 Years. 

NEW YORK, Jan. 2, 18%. Mrs. Au- 
gusta Nack, the accomplice of Martin 
Thorn in the murder of Guldensuppe, 
will be arraigned before Justice Garret- 
‘son in Long. Island City tomorrow, and 
will plead guilty to manslaughter. Dist.- 
Atty Youngs, it is understood, will con- 
it years in the penitentiary at Sing sing 

n 
This ft is und stood also 


be acceptable to Mrs. Nack’s attorneys. 

















tween reading and advertising matter in the 
inclosed clipping from a Boston pa’ 
Yours truly, N.E. Weexs, Manager. 


- 
WHO WILL HELP HIM? 
Office of 
Tue J. Dewinc Company. 
Subscription books a specialty. 
San Francisco, Cal., Jan. 6, 1898. 
Editor of Pruxters’ Ink: 

Can you give us the addresses of several 
of the principal agencies who have built up a 
mail order business by advertising? We be- 
lieve that some of these parties issue cata- 
logues. We should be glad to see such cata- 
logues, and we also want to know of some one 
or more parties who are advertising sfecia/ 
articles, in the daily or weekly papers, with 

reat success. Can you refer us to any of 
these goods which are having great success at 
the present time? We do not know whether 
a business of this character can be built up 
on the Pacific Coast or not, as the population 
here is perhaps not large enough to make it 
profitable. friend of ours 1s desirous of 
commencing such a line of business here if 
he can decide on the goods which are the 
most saleable to the public, and, after in- 
vestigation, he finds that the chances are 
favorable to his success. Any definite in 
formation you can give us relative to this 
matter will be greatly appreciated by 

Yours very truly, 

Tue J. Dewmnc Company. 
M.S. Dewing, Vice-Prest. 
An old subscriber to Printers’ Inx. 


Tue piano seller should consider where ad- 
vertising is his forte. 
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“ THE PUFF DIRECT.” 
PuiLapevpnia, Pa., Jan. 7, 1898. 
Editor af PrinvEers’ Ink: 

The recent failure of Mr. Singerly’s banks 
in Philadelphia has brought to light some 
facts which ought to be of interest to all 
lovers of an up-to-date, thoroughly first-class 
daily newspaper. The investigations subse- 

uent to these bank failures have discovered 
the fact that the Philadelphia Xecord is not 
only one of the most widely circulating, but 
also one of the best-paying newspapers in 
the United States. and I take it that this is a 
direct and powerful compliment to the execu- 
tive and business ability of Mr. Jas. S. Mc- 
Cartney, the treasurer of the Record Pub- 
lishing Company, and son-in-law of Col. Sin- 
gerly. The newspapers stand back amazed 
at the wonderful strides the Record has made 
under Mr. McCartney’s able management. 
What has impressed me most, and I come 
from acountry where competition has made 
newspaper work exceedingly difficult, has 
been the thorough acquaintance Mr. Mc- 
Cartney has with all the details of the differ- 
ent depa‘tments of newspaper work. I do 
not believe there is a person under him 
from office boy to manager of departments, 
with the business of which he is not in per- 
fect touch. He could, if necessary, fill any 
of these departments with as much ease as 
any one of the clerks whose duty it has been 
for years to perform this work. It is this 
personal care, and supervision over the de- 
tails of the paper, which has given to the 
Record the substantial place it holds in finan- 
cial circles. I think it is but just to say that 
this high rank is due very much to the per- 
sistent, progressive policy pursued by Mr. 
McCartney. A. A. 


——_—_+o+ ———_ 
SHE WAS MISTAKEN, 
New York, Dec. 22, 1897. 
Editor of Printers’ Ink: 

One of the advertising men who is exceed- 
ingly clammy to all solicitors for church fairs 
and schemers of all kinds is Mr. Chas. F. 
Jones. He told me of an experience he had 
while he was in charge of the advertising for 
the Siegel-Cooper Co. “I told the lady that 
it was against my policy to advertise in pro- 
grammes, She kept on talking and seemed 
positive she could convince me that it was to 
the interest of the firm to go in the pro- 
gramme she had presented, as all of the ladies 
of the congregation were customers of our 
stose. They never thought of buying else- 
where. Finally she convinced me that she 
was not truthful by saying: 

“*T shall call on Mr. a Siegel in per- 
son. He knows me, and I feel sure he will 
see that Iam given an ad, as I am a regular 
charge customer here. You have more than 
$1,000 on the books in the office now against 
me. ok for yourself!’ 

“The lady was evidently mistaken,” Mr. 
Jones concluded, ** and thought she was in a 
store where charge accounts were kept, Our 
store sold for cash only, and there was not 
an account in favor of any one,”’ 

_. Sam E, WuITMIRE. 


AS SOON AS, 

As soon as a man who is to write an ad rids 
his mind of the idea that he must say some- 
thing that has never been said before, he will 
have gained a point. As soon as he finds out 
that he need not be strikingly original he will 
find his work half done. As soon as he finds 
that riddles, though very entertaining when 
they are the main business in hand, are out 
of place in an ad, he will cease to rack his 
brains for questions with unexpected answers. 
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IN THE SMALL TOWN. 

The wide-awake merchant admits that he 
does not know it all and gets newspapers 
from the various cities, and Geos the doing 
of the successful people. He has a certai: 
hour in tne day or week to read the trade 
journals and advertising journals. He maxes 
notes of the schemes, he profits by the ex- 
periences of others. You make a mistak« 
when you think your town is an exception, 
that it is too small. People are looking for 
the best of it in everything, from “ soup to 
nuts.” The merchant makes a mistake when 
he does not invest in catchy cuts, borders, il- 
lustrations, or does not watch the doings and 
local kits, and take advantage of every hap 
pening. I do not care where you live, how 
much business you do, there is not a mer- 
chant living who can not improve his 
business if fe will only sit down for half 
an hour some day and think—think real 
hard; investigate the methods of some of 
our prosperous mercuants. A dealer in 
a town of a thousand, two, three or five 
thousand population makes a big mistake 
if he thinks. he is already doing all the 
business that can be done there. Human 
nature is the same all over and, with proper 
judgment, city methods can be profitably 
employed right where you are.— Sam Davis, 
in Up-to-Date Ideas. 

eR Se 
FIRST PATENT MEDICINE IN AMERICA. 

The first patent medicine is said to have 
been called “Tuscarora Rice,” sold as a 
“consumption cure’? by Mrs. Masters in 
17x. She erected a large factory in New 


Jersey, and probably inaugurated the patent 
medicine trade in the United States.—Uscar 
Herzberg, in January Lippincott’s. 
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TRADE COMBINATIONS AND ADVER- 
TISING. * 


It is still an open question as to just how 
much or how far commercial combinations 
ect advertising. There is no doubt that 
drift of things commercial is toward large 
..gregations of capital—towards “combines,” 
- trusts,” “ syndicates.” 

On the whole it may be said that monopoly 

the foe of advertising. A monopoly does 

t usually need to advertise. It can sell its 

»ds without using much printer’s ink, for 

ple must buy of those who control the 
ods want 

Competition is not only the life of trade, 

it the life of advertising. The more com- 
petition, the more advertising. 

his can be well illustrated by taking the 

ycle trade. It is doubtful if any single 

ticle has been more liberally or more widely 
vertised than the bicycle. Does any one 
iagine that all this advertising would have 
en done, if there had been a monopoly in 
ycles? No; most of it has been the re- 
lt of b poe wey amount of competition. 
here are to-day from two hundred and fifty 
three hundred bicycle manufacturers in 

e field, ali reaching out for trade. From 
‘he start, when bicycles were improved, com- 

tition has been wonderfully sharp and 
trong, and advertising soon became an ab- 

lute necessity. 

Let us take a contrasting illustration—the 
standard Oil Co. This company is admitted 

» be the biggest of all big combinations—a 
nonopoly. ow much advertising does the 
Standard Oil Company do? The amount of 
1oney expended by the company for adver- 
tising is very chal cons ared to its enormous 
volume of business. here are, perhaps, a 
iozen concerns with one-tenth the business 
that do twice as much advertising as this oil 
sompany, Why? Simply because these con- 
cerns have strong competition, and must ad- 
vertise in order to get a large business. 

It would seem that, as soon as thereis a 
trade combination, the first thing to be cut 
down and off is advertising. This is called 
“‘reducing expenses.”” A combination regards 
advertising as an unnecessary expense, and 
so it is crossed off the ledger. 

There is no doubt, then, that these com- 
mercial combinations have led to the con- 
traction of advertising. For example, there 
may be six or eight competing concerns. 
They all advertise as long as they are com- 
petitors, but let them combine, then the six 
or eight different advertisements are all com- 
bined into one advertisement. 

The trade papers more than others have 
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felt the contraction of advertising due to 
trade combination. Many of them have been 
most profitable properties, largely because 
they had so many pages devoted to the ad- 
vertising of rivals in the trade. When these 
rivals combined, their advertising has been 
cut down one-half ur more. Several years 
ago the bottling trade papers reaped a har- 
vest from the liberal advertisements of the 
manufacturers of soda water fountains. When 
the manufacturers combined, their advertis- 
ing was reduced one-half or two-thirds. The 
same trade papers had the same experience 
with the my manufacturers, who, when 
they combined, contracted their advertising 
one-half. Other cases might be cited. 

It isa matter of some speculation to de- 
termine just how far these modern combina- 
tions of capital are going to affect advertis- 
ing. Of course much depends on the kind of 
combination and the kind of business done. 
It may be that in the near future we shall 
have combination competing against com- 
bination, and that will, of course, help adver- 
tising. Thus, there have been two rival com- 
binations in the cigarette trade, Both have 
been liberal advertisers and both have made 
cigarettes cheaper and better than before. 

J. Vance, 


TWO DONT’S. 

If your name is Mr. So-and-So and you 
manufacture pills, don’t tell a sick man that 
he can’t live unless he takes ‘* So-and- 
So’s: pills.”” While the pills may facilitate 
his recovery, it is quite possible that, with a 
little more time, he may recover just as com- 
pletely without them. He will be very much 
more willing to believe that the pills will give 
him great relief than that he will die if he 
does not take them, and when you have con- 
vinced him that the pills will give him relief, 

ou have done enough to cause him to buy. 

on’t try to push a man with caustic predic- 
tions of calamity, but try to pull him with 
logical arguments. 
on’t tell a merchant that he can not live, 
and sell goods and prosper, and lay up money, 
unless he advertises, because many mer- 
chants in the smaller places are doing that 
very thing. Tell him why he may be able to 
sell more goods and be more prosperous, and 
lay up more money by the careful use of a 
few hundred dollars’ worth of newspaper ad- 
vertising space a year. Ho.uts Corsin. 











~~ 
Tue ad of a trance medium should be full 
of spirit. 
SuccessFut advertising is the art of telling 
the public the truth about your business. 








THE DAWN OF PROSPER 
10 sf ats 


come§ simultaneously with. 
aR wieght 


is . a 





We des 





tising. Do 
oses. & HELM, 





HE PATRONIZED THE ADVERTISERS. 
j — — 


I take my bath and use Pear’s Soap each morning when I rise, 
Get Pear’s Soap at Queatin’s, Eighth and Edmond. 
Then clean my teeth with Sozodont, like all men who are wise. 
Get Sozodont or Witch Hazel Cream at Quentin’s Drug Store 
My linen I put on; and one of Earl & Wilson’s collars, 
Bought of J. L. Schneider, 419 Feliz. 
Then get ixto my Byrne suit, which cost me sixteen dollaré, 
High Art Tailor, 117 North Sixth Street. 
I put my feot in Regent Shoes and then to Breakfast go, 
Sold only by Griffith, 613 Felix. 
Commencing, say, with Quaker Oats or possibly H. Q 
Bought at Allen's Seventh and Edmond. 
Acup of Baker's Cocoa and a slice of Krug’s ham, 
Bought at Allen's, Seventh and Edmond, 
I take some Vienna rolls. for fond of them I am, 


I next put on my Duxlap hat and go to seek my car, 
Get Dunlap Hats of Thos. Edwards 421 Feliz, 
The while I smoke a Park or a Robert Mantell Cigar. 
Sold by ali first-class dealers. 
I buy a morning paper, on my journey to peruse, 
Buys The Herald, of course. 
And scan: the advertisements, after reading through the news, 
Reads your ad. 
And when I reach the < ffic> and eft at my Derby Desk, 
Get Desksof Weigel * Son'c FuPniture Co. 107-111 8. Sixth, 
I use Woterman Fountain Pen to etite my stories picturesque, 
Get your pens of Kirkpatrick & €o., 721 Felice 
Perhaps Ili eat Smith’s Sweets or chew some Beeman’s Pepsin Gum— 
Smith's Sweets sold at 421 Felix. 
"Tis said chewing something helps one’s tardy thoughts to"eGme, 


For tunch [ take some Heinz’ Baked Beans and probably Pabst Beer, 
Best lunch at Hudson’s, 617 Edmond, 
Or maybe a Club Cocktail which the inner ‘tiiay will cheer, 
Bought of Textor Bros., 416 Felis, 
At dinner, Franco-American Soup precedes my daily fare, 
You get the best at Textor Bros., 416 Feliz. 
And Beardstey's Shredded Codfish is welcome'viand theré, 
Bought at Allen's, Seventh and Edmond, 
Some Armour's Beef or mutton, with a glass of Mwnm's Champagne. 
You get the best at Textor Bros., 41é Felix. 
And capped by some New Englund Pie, refreshes me again, 
You get the best at Textor Bros 416 Feliz. | 
Imay take Postum Coffee, or a cup of Lipton’s Tea— 
Bought at Allen’s, Seventh and Edmond, 
It all depends whichever drink appeals that time toma, 


Then, in the evening, on my Herald Wheel I take a spin,. 

And scour it with Sapolio before I take it in, 

Then I'll play upon my Autoharp, or hear my Gramophone. 
Brokow’s is headquarters for musical goods, 117 8, 6th, 

Or listen to the Chickering Piano, sweet of tohe. 
Buy Pianos at Washburn’s, 117 S. ¢th. 

Perhaps of Old Crow Whisky I will take a “nightcap” small,, 
You get the best at Textor Bros,, 416 Felix. 

And then a Ripans Tabule, most essential thing of all! 

So from dawn to bedtime, you ere now have fealized, 

I patronizethe things that ate most widely advertised! 

—With apologies to 'Printer* 's Ink. 





Mr. BEN F. HILDEBRAND thus utilized in the St. Joseph (Mo.) Herald of 
December 5 the poem, ‘*‘ A Patron of Advertisers,” which appeared in PRINT~ 
gers’ Ink of November 24. 
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NOTES. 


‘* Just like Chicago ” is a catch phrase that 
is being used quite extensively by some Ne- 
braska merchants just now. 

De Jonc’s Cop Liver On, an English 
product, is being advertised by means of a 
comie song in the British music halls. 

A PHILaApELpHia shoe dealer is giving 
away a wooden two-foot rule on which is 
stamped: ‘* A two-foot rule—wear Baxter’s 
shoes.” 

A coat dealer in Atlantic avenue, Brook- 
yn, has in his window an imitation of the 
Egyptian Sphinx, about four feet high, made 
f anthracite coal. 


NINETY-FIVE per cent of the billposters of Rn 
hb 


bi d 





London have ves into one 
ncorporated company under the name of 
‘“ Yonde’s Billposting, Ltd.”’ 

Tue *L ” road pillars, in the borough of 
Brooklyn, are being used here and there as 
permanent stands for advertisements, whether 
with or without permission of the authorities 
is not known, 

An Arkansas hotel was advertised as fol- 
lows: “* This hotel will be kept by the widow 

f the former landlord, Mr. Brown, who died 
last summer on a new and improved plan,”’— 
Milwaukee News. 

A Ba.timore shoemaker uses the followin; 
appropriate but curious rhyme on the bac 
of his business card: 

MAN AND HIS SHOES. 
How much a man is like his shoes! 
For instance, both a sole may lose ; 
Both have been tanned ; both are made tight 
By cobblers; both get left and right ; 
Both need a mate to be complete, 
And both are made to go on feet. 
They both need heeling, oft are sold, 
And both in time will turn to mold. 
With shoes, the last is first; with men, 
The first shall be last ; when 
The shoes wear out they're mended, new ; 
When men wear out, they’re men dead, too! 
They both are trod upon, and both 
Will tread on others, nothing loath. 
But both have their ties, and both incline, 
When polished, in the world to shine ; 
And both peg out. Now, would you choose 
To be a man or be his shoes? 

For the third time in the history of the na- 
tion, in. recognition of the importance of a 
brilliant enterprise Postmaster-General Gary 
has decided to order a series of special postage 
stamps, commemorative of the holding of the 
Trans-Mississippi and International Ex osi- 
tion at Omaha in 1898, The stamps will be 
issued in denominations of 1-cent, 2-cent, 
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the public to use these stamps on all outgoing 
foreign as well as domestic mail matter and 
packets of merchandise. 

Tue December magazines, as far as the ad- 
vertising pages are concerned, seem to be un- 
usually prosperous. McClure’s Magazine 
carries 145 pages of advertisements, Mun- 
sey’s 116 pages, the Cosmopolitan 103 pages, 

2 146 pages, the ( entury 138 pages, 
the Reviews of Reviews 128 pages tbner's 
157 pages, and Outing 66 pages of ads.—Na- 
tional Advertiser. 

Art the annual meeting of the Ad-Writers 
Club, of Washington, D. C., G. F. Kinnear, 
advertising manager of the Washington 
Times, was elected president ; Albert Harz, 
publisher Deutsche Fourna/, vice-president ; 
Kauffmann, treasurer, and apa | 


Franc, secretary. The Club, which is we 


known in the advertising world as being the 
pioneer of such organizations, is said to be 
in a prosperous condition. 


enymennitiieencentas 
POSSESSION. 

Possession is, proverbially, nine points of 
the law. If an article has made its reputa- 
tion, and holds a fairly secure position in the 
public mind, the advertiser who wants to 
dislodge it has got a hard job in front of him. 
The same advertising which made the repu- 
tation of the original article will not suffice 
to give its rival the lead ie advertising 
has made the position of the original article. 
The public were assured that they gained 
certain advantages by using the first article, 
and they will naturally want to know why 
they should desert what they now have for 
the sake of something bey ee noth- 
ing better.—London Kdition Printers’ Ink. 

ae +o 

Tue wytns om, boy who gives you his 
ideas for nothing has no ideas to give, or he 
is not a good business man to give away his 
stock in trade—which is but another way of 
saying the same thing.— Lewis. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


KENTUCKY. 


0 hele INQUIRER, daily, Sunday and 

Twice-a- Week, publishes more news, fresher 
news, and is more extensively read than any pa- 
per in Western Kentacky. 


OHIO. 


AYTON Morniwe Tiwes, Evenine News, 
WEEKLY Times-News, 14,000 daily, 4,500 




















5-cent, 1o-cent and $1, making it possible for | weekly. LA COSTE, New York 
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The Troy Record 


TROY, N. Y. 


“All the News 
Worth Reading.” 


Best for the reader. 
Best for the advertiser. 


Always First. 
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be oy OHIO, yg NEWS — 32 
Largest paper in oe and 

Mahoning V Valley. Adverts and others—sam- 
free. Rates 20c. inch each insertion. C. M. 
HAFFER Cv., Youngstown, Ohio. 


SOUTH CAROLINA. 


Ts COLUMBIA REGISTER—daily and weekly 
—is the only dail r in -outh Carolina 
nd detalte | “eo state- 

It is the best 


¢ ry). 
family ovens published in the State. That’s 
why it pays to advertise in THE REGISTER. 











WASHINGTON. 
‘HE “Pa” 








QEATILE POST-INTELLIGENCER. 
© Largest circulation in the State. 





WEST VIRGINIA. 


HEELING NEWS, 7,500 daily. On lish 
V eve’g paper In sich 40.000. a cose AY. 








Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for sheci fied position—i/ granted. 
Must be handed in one week in advance. 


THE EVENING CALL 


LAFAYETTE, INDIANA, 
is the best daily newspaper in America for the 
size of the town. It is typographically handsome, 
accurate and reliable. Member Associated Press. 
It has more home advertising and foreign adver- 
tising than any other evening paper initsfield. It 
brings results. It is read by all classes. 














ONE TRIAL BRINGS RESULTS. 
THE 


HARTFORD 
TIMES 


with its circulation of 


15,000 Daily and 
7,700 Semi-Weekly 


will takecare of Connecticut 
for you. 

The Times is recognized as 
the best advertising medium 
in Southern New England. 

When figured in propor- 
tion to actual circulation, 
The Times’ advertising rates 
are 50 per cent lower than 
any other Hartford paper. 





Send fur Sample Address 
THE TIMES, 
HartForp, Conn. 








A Sure Thing 


FEUATEETACU ETUDE 


The Stock, Fixtures, No. 3 Hoe Flat Bed 
Double Cylinder Press, with 2 Dexter Folder 
Attachments, Five Year Lease, and complete 
up-to-date assortment of Type, of the 


New Jersey Deutsche Zeitung 
and Newarker Tribuene, 


are offered for sale. Excellent investment for 


right party. Address 


HENRY HAHN, 


‘Receiver. 


921 Prudential Building, Newark, N. J. 
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66 H4vE you put the NICKELL 
The MAGAZINE on your list for 


98. It is the best Five-Cent Illus- 


Ni k if *? trated Magazine in America, and a 
IC e 9 good advertising medium. 
For rates and sample copies, 


BOSTON, address 


T. E. CONKLIN, Representative, 
MASS. 800 Temple Court, N. Y. 

















AS STAPLE AS WHEAT. 
has won its way in spite of all competition, and 
© solely by force of its sterling merit. Its circula- 
tion has never depended upon “ boom ” advertis- 
ing. Its circle of warm friends is r than 
that of any other Western Magazine. 
e Ninety per cent of its subscribers 
gee renew at the end of the 
@year. Twelfth year of publication. 
Read everywhere, not only by lovers 


of Field Sports, but by every one who 
has a fancy for bright, clean literature which educates and ¢ nnobles while it en- 
tertains. A magazine worthy of a place in every home; which is read by the en- 
tire family and is in constant demand among your borrowing neighbors. An ad- 
vertisement in our pages is invariably a paying investment. Such is the verdict 
of our patrons, as documents in our possession will prove. Write for sample copy 
and advertising rates. Local Agents wanted in every town and neighborhood, 


SPORTS AFIELD, 358 Dearborn St., CHICAGO, ILL. 











Far Seeing 
People 


Are the most successful. Their perception of 
opportunities where others see nothing is the 
secret of their success. Shrewd observers 
find me a splendid opportunity for improving 
their advertising matter. Those who have 
tried me ought toknow. That they are still 
trying me proves that they do know. If you 
should try me you will know, too. 


| attend to the whole business. 


I get up advertisements, booklets, circulars and catalogues. 
I write, design and print. I turn out the whole job complete. N 
other printer has such complete facilities for turning out the com- 
eee job asIhave. If I happen to run across anything that I don’t 
now all about, I know where to w my hand on the fellow 
that does. Can I beof service to you? Address 
WM. JOHNSTON, 


Manager Printers’ Ink Press, 10 Spruce St., N. Y. City. 
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2 Texas is the greatest State In the Union. 
) There are over 300,000 Baptists in Texas, 


THE 
TEXAS 

| BAPTIST 
STAN DARD 


» 
» 
» 
> 





is their chief deno’ 
The STANDARD eb ‘the largest circula- 
tion of any religions paper published in 
the Southern States, 
The following affidavit proves that 


fact: tanimasige nail 
ebruary 
To WHom my May’ Cee * 
This certifies that the smallest number of 


complete copies of the TEXa8 BAPTIST STAND- 
weieied autieg any week of 189 was 


. CRANFILL. Proprietor. 
(Seal.) T. M. Hammiton, Pressman. 
St. CLam LAWRENCE, Mailing reo | 
Byteoribed ans sworn to atiete P as b 
B. Cranfill, M. Hi 
Lawrence, this 3rd day of Fe’ Goren 1897. 
Jno. T. BATTLE, 

Notary Public, McLennan Co., Texas. 
Advertising rates are reasonable. 
Write to the Texas Baptist Stand- 

ard, Waco, Texas, for sample copy 
and rate card. 








KLONDIKE®. 


4S IN- 


CANADA. 


The Vancouver (B. C.) 
Daily and Semi-Weekly 


WORLD 


gives all the information as.to 
routes, outfitting and how to 
get there. Has double the ‘cit- 
culation of any other newspa- 
per published in the Northwest. 
Write for particulars and sam- 
ple copy. 

THE WORLD, 

Vancouver, 
British Columbia. 














A Wave of Prosperity Has Struck the West. 


TEIOWA HOMESTEAD 


Feels it and is Participating in it. 


‘SEE, HERE, AS TO SUBSCRIPTIONS! 
The cash receipts direct from farmers 
on subscriptions to the Iowa Home- 
STEAD during the months of October 
and November, 1897 (excluding subscrip- 
tion receipts from agents and subscrip- 
tions charged to postmasters), show an 
increase over the receipts of the same 
onthe in the ten previous years as 
319 per cent 
290 “ 


SEE, HERE, AS TO ADVERTISING! 


The cash advertising charged on the 
HOMESTEAD ledgers during the month 
of October, 1897, has exceeded that of 
any _ revious aie in the history of 
the HomestgEAD. ‘The increase in the 
advertising thus charged in Oct« ber and 
November, 1897, over thas charged in 
October and November in the ten previ- 
ous years is as follows: 


Over 1895 
Over 1894 163-C** 
Over 1893 2 

Over 1892. 

Over 1891 

Over 1890. . 

Over 1889. . 

Over 1888. . 

Over 1887.. 


4 per cent 


i ia Ws 00 chien Sal he epetng ahead ian oll cael If 
so, place your advertising in the HOMESTEAD. No other Western State 
has an agricultural paper with a circulation equaling that of the HOME- 
STEAD. For rates, sample copies or further information, address 


HOMESTEAD COMPANY, Des Moines, Iowa. 
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toesccooos cocoons 


eo RE 

+ The 

Fifth 

} State 

: In the 

Union, and 

; First 

: Among the 

States 

t West of the 

In point of 

Wealth and population. 
410,307,471 acres of land, 964,898 horses, 
274,441 mules, 745,126 sheep, 2,758,035 


hogs, 1,711,716 cattle and taxable 
property worth in 1896, $945,971,710. 


ttee 


PO ete oe teeeseeeees. 


roreee 


It is not 


: “Poor Old Missouri” 


: But 

“Grand New Missouri” 
With its unlimited 
And varied resources ; 
Its well-to-do and 
Prosperous farmers, 
: Stock Breeders, 
Dairymen, 
Horticulturists, etc. 


COLMAN’S 
RURAL WORLD .uv-:s 


this field thoroughly and has done 
so for half a century. If you want to 
reach the better class of the farmers, 
breeders, etc, in Missouri and the 
Southwest generally, see that the 
RURAL WORLD is on your list, 


: Other States, Too, See: 


** We can not afford to do without the 
columns of the RURAL WORLD. 
It has been one of our best mediums, 
giving us correspondence from 16 
States, We, therefore, wish you to 
continue our advertisement.’’—Coch- 
rane Fence Machine Co., Ionia, Mich. 





Rates and Samples on Application. 


t Colman’s Rural World, 


ST. LOUIS, MO. 


(MW issourt.ss.. 


A Misfit Quotation 


WHAT SOME PUBLISHERS ASSERT. 








“7 saidin my haste all men are liars.” — 
| Psalm cxvi., 1% 


| MAINE. 

| ita, (Me.) Lane’s List (1).—Monthly aver- 

| ‘or twelve months 703,792 es, e'8 

| alwere proves openly and publicly its 
on 


List 
and never failed on any issue 
d circulati Printers’ 


monthly 





to exceed g a 
Ink. 


What Appears Every Month 
With Publication of 
Postal Receipts. 


«« $1,000 IF FALSE. A GENUINE 
OFFER. 


I will pay the actual expenses of any 
advertiser using Lane’s List, or any re- 
|liable advertising agent, to Augusta 
| and return, and make him a present of 
$1,000, who will prove that the above 
is not in strict accordance with facts as 
shown by the official records.” This 
offer has been open three years. 


WALTER D. STINSON, 
AUGUSTA, ME. 








THE 











Agent's Guide 


NEW YORK 





Circulates everywhere. 

Published nine years. 

None better for Agents 
or Mail Orders. 


Rates, 50c. a Line. 


Forms close 25th. 

Put AGENT’s GUIDE on 
your list.—Paper ‘on file 
at all agencies.—Sample 
copy on request. 


AGENT’S GUIDE, 
P. O. Box 434, NEW YORK. 
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CURRENT LITERATURE PUB. CO., 
Bryant Building, N. Y. 


Jan. 19, 1898. 


Magazine Advertisers, 
United States of America. 
Dear Sirs: 

Kindly send me your home address 
and I shall be pleased to mail you 
CURRENT LITERATURE and SHORT STORIES 
regularly, in order that you may become 
better acquainted with our two maga- 
zines. 

Yours very truly, 
W. F. DEVOY, 
Adv. Mgr. 


Seven Years Ago 


THE WHEELING News came into existence. 
Since which time it has steadily advanced as a 
powerful factor in West Virginia journalism. 
It now occupies the enviable position of the 
leading daily family newspaper in the State. 
40,000 people in Wheeling aloneand a quarter 
of a million in the adjacent country can be 
reached through the use of this paper. 


DAILY, SUNDAY, WEEKLY. 
The only English evening paper in Wheeling. 


Haewrorx.” H. D. LA COSTE,  teoscer 


se€ 


SEES EEEECEE? CECCECEECEES 


SSS Seces: 


4 














Ask 


Bradstreet 





or Dun 
Se 
about the business 

situation in 

SEATTLE 

a ame 
Ask them about the business 
outlook for 


SEATTLE 


Ask them any old thing about 
SEATTLE 


Don’t make your advertis- 
ing contract with the 


Postintelligencer 


until you learn what the situa- 
tion is here. 

Meanwhile, if you want to 
advertise in a prosperous pa- 
per in a prosperous town, keep 


The Seattle 


Post Intelligencer 


in mind. 
A. FRANK RICHARDSON, 


Special Eastern Representative, 
Tribune Building, New York. 


GEORGE U. PIPER, 
Manager. 


Ss. P, WESTON, 
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Advertisers in 


Farm-Poultry 
Get Results 
For Good Reasons. 


ist.—It has the largest circulation of any 
journal of its kind in all the world. 
2d. —It reaches well-to-do people in the sub- 
urbs of cities, large towns and villages 
who have money to spend 

3d.—It goes into the family, and is read 
largely by the women. 

4th —Every subscriber pays cash in ad- 
vance for it, because of the practical, 
helpful matter it contains which they 
find useful. 


| 5th.—Over 10,000 copies are sold on news- 


stands each month, in addition to yearly 

subscribers, because it is bright, clean, 

and “ up to date.” 

6th.—It has no “dead head” circulation ; 

it is all “ fresh eggs.” 

7th.—It sends sample copies only to those 
who request same for examination. 

It is published semi-monthly. Forms close 

the 5th and 20th of each month, Sample 

and rates sent on application to 


LS. JOHNSON & CO., 


22 Custom House Street, Boston, Mass. 








Publishes 


DAILY 
SUNDAY 
SEMI-WEEKLY 


Editions. Circulates among the 
best families of Albany (N. Y.) and 


vicinity. Is unequaled as an ad- 


vertising medium. 
JAMES C. FARRELL, 
MANAGER. 





in charge of Advertising. 
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DISAPPOINTED! 


A Postal Card Campaign that Failed to Meet Expectations. 


In September last Printers’ INK inaugurated an educational campaign caleu- 
la to arouse an interest in advertising on the part of newspaper men and in- 
cidentally to induce the right sort of publishers to advertise their papers in 
Printers’ Ink. In prosecuting this campaign ax good many postal cards were 
sent out. Whoever has tried to write a new argument every day, intended to 
convince some one that he ought to advertise in a particular paper, and: 
tried to keep this up for four months, has, perhaps, found it a rather serious 
task. That’s what tnTEeRS’ INK found. ere has been some inquiry as to 
the result of this educational campaign of postal cards, Of course the results 
are not allin yet, but Printers’ [NK did get some business. The following is 
a list of contracts made since the first card was sent out. The intention was 
to secure orders amounting to a round hundred thousand dollars. By the ad- 
ditions it will be pegoetved that the result fell short of a full realization of the 
hopes ay For the orders booked, the Little Schoolmaster is thankful. 

He even hopes to get some more in January. 


SEPTEMBER. 
Doylestown, Pa., Intelligencer, one-fourth page once a month forten months $ 250 00 
Pec~tland, Me., Transcript, one-fourth page every other week one year 650 00 
Montreal, P. Q., La Presse, the double center pages two times and a full 1,600 00 
page advertisement one time a month for ten months. 
Chicago. IIl., Right Hour Berald. forty-three lines dis spla, sixteen times 344 00 
(four times in Octo 97, and in last issue of each month therea’ y 
Salem, Ore., Statesman, one-quarter page one time a month for one year.. 800 00 
Philadelphia, Paes | HouseholdJ journal, one-quarter page, eleven times, two 287 50 
times a month and one-eighth page one time. 
New York, N.Y., pws and -secethnag one-half page sixtimesonetimea month 300 00 
Milwaukee, Wis., Wisconsin, one full e one time a month for one yent, 1,500 00 
first of each month, in the fro front Tat palm r, first issue of each month, wi 
never more than five advertisements betw the first cover. 
Seattle, Wash., Times, one page one rat heck o-ddee tompans ¢fey 3 Sesnhobes 
Lafayette, Ind., Call, ten lines display one year 


In n lis. ind. flows. one full p one time a month for one year, fourth 
oom of cach m onth, ‘al in the first of the pa ~" wane page ceete ad- 
page 


Seeoe Salvo it and the cover, @ read- 








ing matter © 
Eaeteiphia.. Pa., Religious Press ee Association, one full page, twotimes, 
y-six times (every other week), one bundred and fourteen lines 


classified one one year, every 
Waco, Tex. Brann’s Iconoclast, one full page eight times, one time a month 


OCTOBER. 
Topeka, Kan., Mail, double center pages one time 
New York, N. Y., Current Literature, one-half page six times, once every 
other month. 
Ponesté ) iaie Js News, 0 ouptourth page three times and four lines under “ Ar- 


Des Moines, Ta. N News, fal page advertisement once every month for three 
mo: positio. So 2a ie Saal bare of the paper, proseting the edits rial page and 
page of reading matter. 


— af a 

& Hel N. Vv -fourth th ik, i- 

Moses & t pasa ew ork, one ours page one year every other week, pos: 

Joliet, Ill., News, one- ‘Anta gods Aaneen times, every other week.......... 275 00 

New York. N. a Jewish Ad BK one ne page one time and one-t fourth 500 00 

times a mon ‘or four ‘ourth page one time a month for eig! Seoethe. 

West Supesien.Wie. ‘Behe, teamanpe a page six times, onceevery other month 600 00 

Albany, N. Y., Argus, one-fourth page one year every issue . ...... ...........- - 1,800 00 

Dallas, Tex., Texas St Seock 1 Farm and Home Journal, one-fourth page, 45000 
eighteen times, every othe: 


Anaconda, Mont., ‘Standard, one-half second and fourth issue of each . 800 00 
month for four months the second issue of each month for eight months. 
Kansas City, Mo., pay one full page Asa other week for one year........ - 2,600 00 
Ms mmonti Ee Ma., Herale ld, b-- J full Iays facta ful one year, one time a 1,500 00 
second issue of each mon’ ly position ion a! anes 
and with no more than four advertisements beseeen. it an cove’ oe 
‘Tepeka. Kase. — +, Gapital, thedc the nae center pages a Ll and one full page 1,200 00 


Total......++++..$11,211 60 50 

















PRINTERS’ INK, 73 


NOVEMBER. 

Oshkosh, Wis., North western, one-fourth page onetimea month for oneyear.$ 300 00 

Boston, Mass., Nickell Magazine, one-fourth page22times, every otherweek 950 0 

Littleton, N. H., Republic-J eurnal, four lines classified, one year,everyissue 52 0 

Chicago, Ml Four 0’ Clock, one full page three times. .....0+..--ses-one «ee-e-—) 800 0 

Montgomery, Ala., Advertiscr, one-half page one year, one time a month.. 600 00 

Des Metses, Ia., Homestead a weg coutes pages one time, one-half page 1,875 00 
twelve times, © net page t thirty-nin 

St. L outs, Mo., Colman’s Rural wena, one-half pageonetimea monthfor 60000 
one year. 

New York, N. ¥., Musical Courier, one full page one time a month for ten 1,000 00 


months, 
George Munro’ s Sons, New York, one full page one year every issue........ 5,200 00 
Nashville, Tenn., Youth’s Advocate, one-fourth page one time a month for 800 00 


one year, 
Sacramento, Cal., Recerd Union, one full page one time amonthforoneyear 1,200 00 


New York, N. Y., Mail and Express, one full page one pray Meet ae i- 6,500 00 
Non to be in front of f the paper, preceding editorial ] page and alongs a full page 
of reading matter. 
Mi nes lis, Minn., Tim one full one time a month for one year, 1,500 00 
‘hind lene of each mouth, Fy A 7, presbding the eat. 
cortel pane ane olen ays fi reading matter, with no more fi 
advertiseinents between itand the first co 


DECEMBER. 


Total......... eeccees $19,977 00 


Vancouver, B. C., World, one-fourth page one year, every other week........ $ 65000 
Bridgeport, Conn., Union, one-fourth page six times, once every other month 150 00 
Athens, Ga., Woman’s Work, thirty-one linesclassified one year, every issue 403 00 
Boston, Mass., Pelice News, one full page one year one time a month.......... 1,200 00 
Boston, Mass., Farm Peultry, one-fourth page one year two times amonth 60000 
Newark, N. 33° News o — full- tot the advertisement one time a month forone 1,500 00 
year, ition 6 paper preceding editorial page and always fac- 
ing a page re 
Des Moines, Ja. News, on one PEt beeen one time a month for nine 1,175 00 
=e paper, preceding editorial page and always 
ac 


months, Riieees ion to FA. 
New York, N. Ga oe New ldene tor Weman’s Wear, a full page advertise- 


mentone time a month for one y: 
Sy racuse N. Y¥., Pest, afull e ‘advertisement two times and a one-half page 750 00 


1,200 00 


advertisement one time a month for eleven months. 

Milwankee, Wis., American School Board Journal, one-fourth pagead- 250 0 

vertisement one time a month for ten months. 

Augusta, Me., Comfort, the double center one time and a full- ie at 300 00 
% rtisement one every issue, posi! an cop Ee Galds sever pune, tea « 
advertisement 0 the ciphia’ Pa Pa., Recor 

Salt Lake City, Utah, Tribune, one rl WORRIES Sac 5; cic ccccccccsdccsvce 100 00 

Wichita, Bon Eagle, one full e, eighteen times, second and fourth issues 1,800 00 

of each m th first six months and fourth issue of the remaining six months. 

Philadelphia. Pa., pregares first page of first cover one year every issue........ 10,400 00 

Brooklyn, N. Y.. Eagl agp i be | front of editorial page and always facing a 2,750 00 
— Mi re at reading ma’ or, bret d third issae for ten months and first iene for tro 


Salt Lake ke City, U Utah, Tribune, one full page eighteen times, second and 1,800 00 
hb month for first six months, then second issue of each month for 


~- ——-1_., six mo “ee 
Banger, Me., Commercial, one-half page one time a month for one year.. 600 00 
Times, a full page Savertisensent, twotimes a month for 8,000 00 


w peepee p. Cc Co 
one year, positi always facing a full page of reading matter. 
Brockton, leet. Enterprise, two lines classified, one year.... ............+.+ 26 00 
New York, N. ¥., Times, » ae page one year, every lasue, posite to bein first 6,500 00 
, preceding edito: page and always facing a full of reading matter. 
6,500 00 


San Franclace, Cal. < Cally a gall oe page one year, every issue, pos position to bein first 
part of paper, torial page and always facing a full page of reading matter. 
New York, N. Y., Souradt. the last outside cover page, one year, every issue., 10.400 00 


Total.......0+0+ "$58,554 00 


Total for September - - - 2 9,420 00 
“  October---- 11,21150 
“ November - - - 19,077 00 


“ December --- 58,554 00 


Total for four months - - 299,162 SO 
d his orders, as far as ghove enumerated, he was 





When the Little & 1 
ere chagrined that results hed not quated ‘his @ wey. 
greally charted Soa the Fe as it wad pes consis bins upun in came 2. Bayeanen, ned, however, (0 
iser, and left an order for -. sruiche carried the amoun aatet Sears 


ork 
booked actually something beyond the ma measure of the Attle Schoolmast« rs ambition, 

Being aman, PamtEns NK ho; e or 
very ‘Old. He believes, wens witls the ~~ 4A. AF its of jphia, that weed ‘New + 


KEEPING EVERLASTINGLY AT IT 
BRINGS SUCCESS, 
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Here are a few bits of infor- 
mation perhaps of interest to 
advertisers, and even others : 


The WasHINGTON EveNiNG Star printed, 
during 1897, 16,362.82 columns of paid 
advertising. An average of 52.28 columns 
per day. No Star is issued on Sunday. 

This total was exceeded by but two 
papers in the United States, whether print- 
ing six or seven_days per week, the New 
York Herald and the New York World. 
These two papers, including their Sunday 
editions, printed more. If, however, dis- 
play or mercantile advertising alone is con- 
sidered, the Washington Eveninc STAR 
printed more columns (10,006.29) than any 


other newspaper in the country. 


This would seem fair proof of 
the excellence of the pudding. 
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ORIGIN OF A PATENT MEDICINE TRADE-MARK.* 
‘By the Inventor. 

| sat at the breakfast table; breakfast had been eaten and the morning 

paper had been read. My mind took up the idea of an advertise- 

ment for the new \PAy medicine. I took my pencil from my 

pocket and marked @ ws on the margin of the Zimes about as 


here represented: I then took from my pocket a ten- 
word drew an arc of 


cent piece and placing it over the 
a circle about as here shown. \PAYW It then occurred to me 
t there was an excellent op- /Q S\ portunity for making 


the second word interlace with the first. This was the re- 
sult: It was quite natural at 


this point to apply the ten-cent 
Si piece and describe another arc Ors 
oe of a circle, as is here shown. e 
apy I then, while studying upon “ABU 


the rather 

far, mechanically applied the 
completed the circle as here 
ural than that the next move 


=a, 


promising result thus 
) as at first, and nearly 
wn. What more nat- 





¢ 

should be to treat the other 
arc in the same way. Still 
I was without any satis- 
factory result. Again I found 


self applying the coin mechanically and the next 
result is here shown. What 
more natural than at this point 
to mechanically fill up the va- 
cant spaces with pencil marks, 
as are here shown. Now 





for the first time I found 
that I had a figure that was 
grace- ful and attractive to 
the eye. I did not dream of 


ing it to advertising 
it was a combination 
therefore applied fora 
ing people familiar 


its being new, but on exhibit- 
experts I soon learned that 
that has never been used. I 
trade-mark and intend mak- 
with it in due time. 
* The Ripans Tabules will be advertised in the newspapers of the United States to the 
gross amount of one hundred thousand dollars in 1892. 





The story of the origin of a trade-mark which is reproduced above 
was first printed in January, 1892. Since then the trade-mark 
referred to has become fairly well known to the public. The 
Ripans Tabules were advertised to the amount of a hundred 
thousand dollars in 1892, and have been advertised to an amount 
exceeding that sum every year since. A good illustration of 
the cumulative value of advertising is found in the fact that-with 
practically the same amount of publicity, the sales of the Tabules 
for the first week of the seventh year exceeded the total sales for 
the first two years entire—that is, the quantity sold in the first six 
days of the seventh year exceeded the total quantity disposed of in 
twenty-four months of the beginning of the long campaign. In 
advertising it is “keeping everlastingly at it that brings success,” 
but “nothing succeeds like success” when it has once been attained. 


A new style packet containing TEN RIPANS TABULES in & paper carton (without glass) is now for sale 
at some drug stores—FOR FIVE CENTS. This low-priced sort is “5 Be forthe poor and the econom- 

ical. One dozen of the five-cent cartons (120 tabules) can be had by mail by sending — a 
cents to the Rrpans CHFwIc1L ComPaNY. No. 10 Spruce Street, New York—or a single 0 (TEN 
TABULES) will be sent for five cents 
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Chicago 
St. Louts 
t. Paul 


THE NEW YORK SPECIAL AGENTS’ ORGAN, THE NATIONAL 
ADVERTISER, MAKES THE FOLLOWING COMMENT UPON 
THE METHODS OF THE NEWSPAPER MEN OF THE THREE 
ENTERPRISING CITIES ABOVE ENUMERATED: 














An amusing story is told of a fastidious waiter who 
would not eat in the restaurant where he worked. The 
food that was good enough for the customers was not good 
enough for him. 

There are newspaper publishers in the country who 
are like this waiter. They-are constantly and properly 
singing the praises of newspaper advertising. There is 
nothing like it, they say, for reaching the great body of 
buyers of all sorts of articles, and they are entirely right. 

But they are slow to take their own medicine... The 
very newspaper that devotes ponderous leading editorials 
to the advantages of newspaper advertising, will advertise 
itself by means of circulars, Andthe same paper will de- 
clare over and over that circular advertising is, of all forms 
of publicity, the most unsatisfactory and relatively the 
most expensive. These weighty considerations do not 
prevent the newspapers from sending circulars to general 
advertisers 
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The Saratoga Eagle, RECEIVED 
soc a Year. JAN 7 1898 


Largest Circulation in County GEO, P. ROWELL & CO. 


Complete Budget of News Each Week. Saratoga Springs, W. ¥.,Jafi. 7, 1098. 








ADVERTISERS REAP BENEFITS. 






Geo. P.ROWella# Co., 
Publishers American Newsdaper Directory, 







New York. 


sentlemen: 






In reference to the circulation quotings in your Wewspaper 







IT have had my ratigs cor- 





Directory my experience may be of interest. 







rectly taken care.of by you since 1895 because I have complied with 






your instructions Which Were simple enough. Before that time your 





blanks were not properly filled out and my- piper suffered by "estimated 






circulation."® This I am satisfied need not occur if a publigher will 





wake up and attend to"his own interests. |I found the rem ay, let the 
arhet- - ed 
‘ 








fault-finders, who claim a circulation, ewerr-tu-tte eee 
a 






I am confident that they will get their rating. 






Very 


If 


The publisher 
will 
wake up. 


uly, 










Publisher. 
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ITO 


VILLAGE 
Weeklies. 





THE CO-OPERATIVES. 
By Mr. Charles N. Kent 


(For many years Editor of the American 
ewspaper Directory). 


It is now fully twenty-nine years ago 
that Mr, Andrew J. Aikins, of Mil- 
waukee, who looks to-day not much 
older than he looked then, called the 
writer’s attention to alist of abuut four 
hundred country newspapers, which, 
he explained, were known as “‘ patent 
outsides and insides,”’ and for which 
he was soliciting advertising contracts. 
It was the first time this co-operative 
plan had received much attention in 
our office; but it met with approval 
and became deservedly popular. From 
this, and similar beginnings, sprung 
the great co-operative houses, which 
are now printing in this way fully eight 
thousand newspapers, and in which 
process millions of dollars are invested, 
while the product is found in every 
State and in nearly every county. 

So far as the advertiser is concerned, 
each of these publishing houses, issu- 
ing hundreds of newspapers, is dealt 
with as if these hundreds of newspapers 
represented but a single paper of an 


equal circulation with the combined 
list. One contract,one set of copy and 
a single electrotype is all that is re- 
quired. Thus may be had a weekly 
circulation of a million issues, more or 
less, in the ‘‘ village weeklies” or 
‘*county newspapers,’’ giving a local 
publicity of the best kind at but a very 
small fraction of what it would cost the 
advertiser, if he undertook to deal with 
each one of them separately. Indeed, 
he never could deal with them all sep- 
arately, and even if he could, it never 
would pay him even for the labor ex- 
pended, while to the co-operative 
house, the price he must pay will not 
be above the rate he would pay for the 
same circulation in the largest week- 
lies, and sometimes will be even less. 
A recent examination of the New 
York Newspaper Union List with 
Part II. of the American Newspaper 
Directory, showed that many of the 
Union papers were included in the Di- 
rectory List accorded a circulation of 
one thousand and upwards each issue, 
and an examination of the Chicago 
Newspaper Union List, catalogued in 
PRINTERS’ INK of December 15th, 





PRINTERS’ INK. © 


showed a similar result. The other 

lists are, probably, just as good. 

THE FOLLOWING ARE THE, CO-OPERA- 
TIVE LISTS: Total 


San Francisco ae ng 4 
st (San_Francisco, 1 Southern Newspa Tr Union List 
rthern Pacific Wewe: a er (Charlotte, N. 
iion List (Portland, 09 American Newspai Tr Union List 
thern Newspaper Union List (Birmingham. a. 
. 4 Vicksburg Newspa, 
s List (Vicksburg, 
hic cago, til. 443, Western News (Bee's 
t Wayne Kowepaner Union pommce ta 
st (Fort Wayne, Ind. 89 Western Newspaper U 
ix City Ne ewspaper Union Omaha List (Omaha. Neb.). .. 200 
List (Sioux City, Ia. 219 Western Newspaper Union Lin 
tandard Newspaper ‘Gaion List colin lie T eeenee . Neb.)....... 170 
hicago, Ill. Western N per Uni on Kan- 
waukee Newspaper Union sas City List( ansas Cit Mo. o). 260 
ist (Milwaukee, Wis.)......... 118 Western Newspaper Un ion De 
sconsin a Union troit List (Detroit, Mich.)...... 178 
ist (Madison, Wis. 56 Western Newspaper Union Dal- 
liana Newspa’ ~' tin Li las List (Dall: ex. 211 
indianapolis, -) 1 Western Newspaper Union 
Sioux City Inde endent News- it ( 'ex.). 
poe r Union List (Sioux City, Western Newspaper Union Den- 
I ver List (Denver, Col.) he 
N erenin Newspaper Union Western 
ilo fae go List (Chi 
ogg’s Chicago Lis cago, 
1.) veh » cago List (Chi 
Western New: wepanee Union Wwi- 
chita List (Wichita, Kan.)..... 
Western Newspaper Union St. 
lan Paul List (St. Paul, Minn.)..... 217 
ellogg me City Kan- Western Newspaper Union Far- 
as City, Mo.)... ‘ 0 List (Fargo, Dak. 
‘elloge’s Cincin n- estern News paper nion 
innati, Ohio) 1 Sone Falls List (Sioux Falls, 
fellogg’s — List (Mem- 
phis, Tem 226 Western Ta geet Union Salt 
‘ellogg’s Mintieapoiis List (Min- ° Lake Lake aw. 
neapolis, Minn.) Utah). — 2,686 
Ke loge’ 's Wichita List( Wichita, Topeka New: spaper “Union List 
Kai (Topeka, Kan.).........csseseess 2— 2 
Ke ilo siaidii — 
Roe A 1 Total in United States, 8,056 
New Yoke ) ee Gatca Toronto Newspaper Union List 
List (New York City, N. Y.).. 
Union Printing Com 
(New York City, N. 
New England Newspaper Union -_ Total in Canada, 


List (Boston, Mass.) 7 
Philadelphia Newspaper Union Grand Total, 


% 











A ten-line advertisement can be inserted one time 
in any one of the above lists, for $25. In any 
five lists for $100. In all (8,335 papers) for $250. 

Or :-— 

We will insert ten lines one time in 1,000 papers 

of above lists (our own selection) for $50. 


ADDRESS 
THE GEO. P. ROWELL ADVERTISING CO. 


No. 10 Spruce Street, New York. 


The managers of the Kellogg and Western Newspaper Union Lists agree in asserting 
that an advertisement inserted in these papers for one time will not pay. They assert that 
the advertiser should go in for at feast a month, .and that yearly contracts are better still. 

Ten lines can be inserted one month- (four times) in all of the above lists for $1,000. 





80 PRINTERS’ INK. 


Publishers of Printers” Uak:-- 

Ow People et the home office say they 
want the adverti Sement in Printers’ Ink, to appear_in every 
issue _in 1898 and also im the front pert of the paper, al- 


ways facing.a full page of reading matter 7 same as (last 


Eastern Manager, 


year.) 


Sen Francisco, Cal., Morning Call, 


Jenuery 5, 1898. 





The wise 


Mr. Spreckles 


invests 


6,500 





PRINTERS’ INK. 


COST OF ADVERTISING IN THE 
AMERICAN NEWSPAPER DIRECTORY 


For 1898—Thirtieth Year 


Will be Issued March 1st. 


The American Newspaper Directory is published quarterly and appears in March, 
ine, September and December. The price of the book is $5 for each quarterly issue or 
>20 a year. The books are delivered carriage paid to any point in North America, 





Publishers’ Announcements. 


A publisher’s announcement may have a place in the Directory in the column 
vith and directly following the catalogue description of the paper, being set 
n type uniform with the letterpress, but preceded by the word advertisement. 
he charge for such an announcement is 50 cents ~ line for each issue or $2 a 
ine forayear. No announcement accepted for less than$1z. An order amount- 
ing to $10 or more in any one issue of the Directory entitles the advertiser 
to a free copy of the Directory (price $5), delivered carriage paid. A free 
copy of one issue of the Directory will be sent in consideration of a yearly ad- 
vertisement amounting to $10 or more for the year, provided the advertise- 
ment is paid for in advance—not otherwise. 


Pictures of Buildings and Portraits. 


Small pictures of newspaper buildings, or portraits of publishers, not ex- 
ceeding an inch in length or breadth, may appear with the catalogue descrip- 
tion of a paper if desired. The charge for the insertion of these pictures is 
$10 a year and such an order carries with it a right to one free copy of the 
Directory (price $5), carriage paid, if the amount of the order is paid in 
advance—not otherwise. 


Displayed Advertisements. 


A quarter-page display advertisement may have a place in letterpress por- 
tion of the Directory in a position on the same page with or opposite the de- 
scription of the paper. The price for this space and position is $25 for each 
issue or $100 for the four issues _ppearing in» year: and the yearly adver- 
tiser is entitled to a free copy of each of the four issues of the Directory (price 
$5 each), to be delivered to him carriage paid. Half pages and full pages are 
charged at the same rate. Half pages $50, full pages $100, for each issue. 


Discounts for Cash. 


Five per cent may be deducted from prices named if copy of advertise- 
ment and check in full settlement accompany the order. Ten per cent may be 
deducted if payment in advance is sent for an:entire year. 

Orders amounting to: less than. $10 can not be accepted unless paid for in 
advance, because the trouble, delay, expense of bookkeeping, making drafts, 
conducting correspondence, etc., are so frequently greater than the small 
amount of the charge warrants or compensates, 

Address orders to 


Publishers of the American Newspaper Directory, 10 Spruce Street, New York. 





PRINTERS’ INK, 


THE LAST DAY! 


Plan of menace vol the March Edition 
orthe ~~ 
American Newspaper Directory for 1898. 


DECEMBER 15. Submitted proofs for correction to all papers credited with 
regular issues of a thousand copies or more. 

JANUARY 15. Revision commenced, beginning with Part I., Catalogue by 
States. Corrections can not be promised after January 15. 


January 31. Revision Complete. 





The forms go to press on the dates named below, and are closed three 
days earlier : 
FEBRUARY I. To and including California, 
2. To and including Idaho, 
3. Toand including Illinois, 
4. Toand including Iowa. 
5 Toand including Kentucky. 
7. ‘To and including Massachusetts, 
8. To and including Minnesota. 
9. To and including Nebraska. 

10. Toand including New York State, 

11. To and including Ohio. 

14. To and including Pennsylvania. 

15. To and including Tennessee. 

16. To and including Washington. 

17. To and including Ontario. 

18. Part II. (over 1,000 circulation). To and including Indiana. 

1g. Part II. To and including Ohio. 

21. Remainder of Part II., all of Part III. (Sunday Newspapers) 
and Part IV. (Class Publications), Religion, Religious Societies, Educa- 
tion, Household, Matrimonial, Music and Drama, Sporting, Temperance 
and Prohibition, Woman Suffrage, Dentistry, History and Biography, Law. 


FEBRUARY 23. Part IV. (concluded), Medicine and Surgery, Numismatics, 
Philately and Antiques, Scientific Publications, Sanitation and Hygiene, 
Army and Navy, G. A. R. and Kindred Societies, Labor, Fraternal Or- 
ganizations and Miscellaneous Societies, Agriculture, Live Stock and Kin- 
dred Industries; all other classes of Arts and Industries and Foreign Lan- 
guages. 

FEBRUARY 24. All sheets delivered at the bindery. 

Marcu 1. A copy of the Directory shipped to each subscriber. 


Advertisements in position will be taken until three days before the form 


for the particular portion is put to press. 
Advertisements to go in the back of the book can be taken as late as 


February I9. 
Address communications to 


Epitork AMERICAN NEWSPAPER DIRECTORY, 
No, 10 Spruce STREET, New York. 
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} 
THE COUNTRY 
GENTLEMAN 


Begins the year 1898 with many improve- 
ments, a reduced subscription price, a large 
accession of new subscribers, and every pros- 
pect of material growth in circulation. 





The quality of its constituency is incom- 
parably superior to that of any other rural 
weekly, consisting largely of the very best 
class of rural and suburban residents, and the 
wealthy owners of highly improved country 
places. 


Notice this editorial from Printers’ Ink: 


The best paper frequently gives more service 
for a dollar than the next best one can offer for 
three dollars. It is wiser then to extend your 
advertising with the best papers rather than 
take on others that are not so good. The man 
who has the largest, boldest advertisement is 
generally the man who gets back most quickly 
his entire advertising outlay. 


Nobody disputes that Tue Country Gen- 
TLEMAN is “the best paper” of the whole list 
of rural publications. 


Twenty large pages weekly, One insertion, 40 cents per line, 

freely illustrated and carefully $5.60 per inch. 

printed on fine paper. Liberal Discounts for Con- 
Advertisements tastefully set tinuance. 

and carefully classified. Subscription price $2.00. 
Nothing objectionable taken, Send for Sample Copies. 


LUTHER TUCKER & SON, PUBLISHERS, ALBANY, N. Y. 
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We’re from Missouri 
and We Show You! 


A purchaser is entitled to know the value of the thing 
he buys, whether a pocket knife or a railroad system. 

Newspapers can offer no valid exception to this rule 
when they offer their advertising space to a prospective 
patron. It should be removed as far from a ‘‘ gamble” 
as possible, and for this reason a sworn actual net paid 
circulation offers better argument for results than any 
amount of unsupported advertising ‘‘ eloquence.” The 
advertiser buys tangible, result-bringing circulation in the 


KANSAS CITY TIMES 


Here is the proof of it— 
Kansas City, Nov. 30, 1897. 

At the request of Mr. F. P. Fuoss, Business Manager of the Kansas 
City Timers, on my arrival in Kansas City, I went through their circula- 
tion books and cash books to investigate for my own personal satisfaction 
their circulation, and I find, as shown by their cash books, that during a 
months of September and October the net paid daily circulation avera 
25,503 copies. The weekly for the same months averaged 42,196. Ss 
is exclusive of dead heads, exchanges, etc., being the net paid circulation 
of both Daily and Weekly. 

(Signed) T. C. LEFEVRE, 

(Signe Representing The S. C. Beckwith Special Agency, 

RANK P, FUOSS, of New York and Chicago. 

Business Manager Times. 


Subscribed and sworn to before me this 30th day of November, 1897. 
(Signed) C. W. LAKE, Notary Public. 


Our advertising rates are based on actual paid circu- 
lation. The Times is the media of reliable information in 
thousands of the best Western homes. It pays adver- 
tisers. Write for rates to the 


KANSAS GITY TIMES. 


THE 
S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, New York. Rookery Building, Chicago. 
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‘Hei iS saWise Man 


Secure daily entrance into the home 
circle; make yourself known to it. 

- You have something to sell; tell 
them of it and create a demand for 
your wares. This end can best be 
accomplished through the advertis- 
ing columns of 


THE 
DETROIT FREE PRESS, 


a welcome daily visitor in the homes 
of many thousands of Detroit’s and 
Michigan’s best citizens. The oldest, 
largest and most influential paper 
in the State. Its popularity and 
efficacy are attested by its steady 
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growth and the rapid increase of its 
advertising patronage. 


NOW! Good crops, good prices 
and steady employment have put 
AT money into the pockets of the 
THE producers, which will find its 
way out through the channels of 
trade. Enterprising advertisers 
RIGHT wil secure the most of it. Are 
TIME. you reaching out for your share? 
Write now for sample _ copies, 

rates, etc. 


THE DETROIT FREE PRESS, 
DETROIT, MICH, 
Eastern Office: R. A. CRAIG, 41 Times Bidg., New York. 


Western Office: J. E. VAN DOREN SPECIAL AGENCY, 
1320 Masonic Temple, Chicago. 
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The Edition of December [ith of 


inal inAns 


EVENING POST 


CONTAINED 


30,313 813 LINES of Displayed 


wwwnnnmnnnnmnne Advertising, which was 


the largest amount it ever printed in 


one day. Typographically the issue 
was considered by experts to be the 


finest ever produced by any New 


York daily ose ose ost ost st 50 ot ot Jt st ot 


Broadway and Fulton Street, 
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: Can You 
- Use Books as 
. Premiums P 


If so we will send, postpaid, to your customers, 
upon receipt of price, as follows : 


THE SEASIDE LIBRARY, 


Over 2,200 Titles, 


<> 


SA—_—) 


Ss — 
7 *Z 


Upon receipt of Eight Cents per Copy. 


THE CHARLOTTE M. BRAEME 
(Bertha M. Clay) SERIES, 


SSSLPss 
7 * oa a a” 


Over 128 Titles, 
Upon receipt of Six Cents per Copy. 


THE GIANT SERIES, 


Over 75 Titles. 
Upon receipt of Five Cents per Copy. 


MUNRO’S LIBRARY OF 
POPULAR NOVELS, 


Over 275 Titles, 
Upon receipt of Four Cents per Copy. 


For Futt Parvicucars AND CompLete CaTaLocugs, AppREss 
George [lunro’s Sons, 
P. O. Box 2781. 17 to 27 Vandewater St., N. Y. 
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‘ A-Year Record 


am—___OF AN EVENING PAPER. 


In 1894 
In 1895 


In 1896 
In 1897 


TO-DAY 


The Wichita Daily Beacon 


was a four-page paper, set by hand 
and printed on a drum cylinder press. 
Served with a limited telegraph report. 


The Wichita Daily Beacon 


was an eight-page six-column paper, set 
with Mergenthaler Linotype Machines, 
and printed on a two-revolution Camp- 
bell press. 


The Wichita Daily Beacon 


began receiving the full Leased Wire 
Report of the Associated Press. 


The Wichita Daily Beacon 


installed a Potter Web Perfecting Press 
(speed 12,000 per hour) and enlarged 
to a seven-column paper, the present 
size. 


The Wichita Daily Beacon 


is the only Wichita newspaper with a 
sworn circulation. 


OcT., NOV. and DEC, "97, 4yIOK 


Sworn detailed statement for entire year 


furnished on application. 


H. J. HAGNY, 


Editor and Manager. 
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A SELECT LIST 


Is what many general advertisers want 






when they are considering the placing 
of advertising in a given State. . . 


Here is the 


OHIO SELECT LIST 


Comprising the best papers in thirty-two 


of the best cities of the State. 


Every 


one has a distinct field which it fully 


covers. 


advertiser without these papers. 
the publisher of each for rates. 





Akron, 


Beacon-Journal. 


- Ashtabula, 


Beacon, 


Bellefontaine, 


Index. 
Bucyrus, 

Telegraph. 
Cambridge, 


Jeffersonian. 
Defiance, 


Republican-Express. 


East Liverpool, 


Crisis. 


Findlay, 


Gallipolis, 


Journal. 


Hamilton, 
News. 

Ironton, 

lrontonian. 








Kenton, 
News. 


Lancaster, 
Eagle. 


Lima, 


Times-Democrat. 


Mansfield, 


Marietta, 


Register. 
Marion, 


Star. 


Massillon, 
Independent, 


Mt. Vernon, 
News. 


Newark, 
Tribune. 


Norwalk, 
Reflector. 


Piqua, 
Call. 





Ohio can’t be covered by an 


Ask 






Portsmouth, 


Times. 


Salem, 


Sandusky, 
Register. 


Sidney, 


Democrat-News, 


Springfield, 


Republic-Times. 


Warren, 
Chronicle. 


Wooster, 
Republican. 


Xenia, 
Gazette and 
Torchlight. 


Youngstown, 
Vindicator, 























GOOD, 
HONEST, 
FAMILY 


PAPER 
2 : 








GLEAN NEWSY 
BRIGHT 
ENTERTAINING 


THE 











ELMIRA 
TELECRAM 


has the Largest Circulation 
of any Sunday paper in New 
York State outside of the 


Borough of Manhattan. 


w 


A. FRANK RICHARDSON 


TEMPLE CuURT, 


- + « NEW YORK 


CHAMBER OF COMMERCE, - CHICAGO 
RED LION COURT, FLEET ST., LONDON 














PROFUSELY 


ILLUSTRATED 
AND 
UP TO DATE IN 


ALL RESPECTS 








THE 

KIND 

THAT 
ADVERTISERS 

ENJOY 

ALL THE 

TIME 
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No Proviso 
For Me! 


On December 7th I received an inquiry from a large print- 

in concern in Michigan, about the price of Magazine Black in 
» Ib. lots. I quoted $30 for same, and promised to give 
rem the identical ink used on Munsey’s Magazine. About a 
eek afterward I received an order from them for 50 lIbs., 
‘ith check for $15. I notified them that I charged $20 for 50 
)s., and requested them to send $5 more, and I would ship 
-ink at once. They sent along the balance with the proviso 
it if the ink was all right they could remit $10 more and 
t the other 50 Ibs., thereby taking advantage of the 100 Ib. 
ite. I informed them that I never agreed to any proviso, 


r made any exceptions in my rates. If my inks or my 
iethods of doing business are not satisfactory, | am always 
glad to refund the money. During the year 1897 | filled 
12,279 orders, and only refunded the money in six (6) cases. 
This is evidence enough that my inks must be all I claim for 
them (the best in the world). 
Send for my colored price list. Address 


PRINTERS INK JONSON, 
8 Spruce Street, New York. 





wwe LILI 


My Magazine Black, same as used on Munsey’s Magazine, is sold as follows: 


4 lb. ttb. 3ibs. Sibs. O0lbs. 25 lbs. 50 tbs. 100 tbs. 
25c. $1.00 $2.70 $4.00 $5.00 $11.25 $20.00 $30.00 


Send the money with the order or you don’t get the ink. 





PRINTERS’ INK. 


And Still tt Grows !/ 





BRANN’S 


ICONOCLAST 


Published monthly at Waco, Texas. 
Chaste but vigorous, saucy but not 
impudent. Paid circulation for Novem- 
ee ee oe sient ae ta i 


0,000 copies 


or greater than both the paid and unpaid 
circulation of all Texas dailies, morning 
and evening, combined. 


This we are prepared to prove. In three 
years we have not printed 3,000 papers 
which we did not sell. We have no free 
list. We do not carry a subscriber be- 
yond the time for which he has paid. 
Quack doctor and snide jewelry ‘‘ads’’ not 
accepted at any price. 











You can examine the paper at almost any news-stand in the 
United States, on almost any passenger train. Write for rate card 
if it impresses you as a paper that is read and ‘‘ passed around.” 
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*¢It’s more fun piling up money 
Than sticking to an exploded fallacy.’’ 


A good many years ago newspaper 
_ advertising was unquestionably much 
better in its results than Street Car ad- 
| vertising. But now we have 


Business 
Methods applied 
to Street Cars 


Well-lighted, curved racks—readable 
cards—full time display—by which 
you can reach more buyers than you 
_ ever could before aud know what you 

ave paying for. lf we can tell -you 


i} more, we will. Write us. 


GEORGE KISSAM & CO., 
253 Broadway, New York. 
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STREET 
CAR 
ADVERTISING 


is daily growing more popular as its 
merits are constantly becoming more 
manifest. A glance at the display in 
cars of all large cities will show not 
only the cards of known general Ad- 
vertisers but those of local fame. 
The reading matter is interesting. 
The illustrations meritorious. Pas- 
sengers read the announcements and 
remember them. They are house- 
hold words. 


DON’T YOU WANT 


them to know about you? 
We can place your card in 10,000 
cars. The best in America and 


ot 
GEo. KISSAM & Co.’ 


Postal Telegraph Building, 
NEW YORK. 
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Advertisers 


of forethought and ex- 
perience are making their 


wr 


i 








contracts for the 


Brooklyn “L” 


now! They know that 
in a few months when its 








cars run across the big 
bridge rates will advance. 


“A word to the wise, etc.” 


of 
Geo. Kissam & Co., 


253 Broadway, New York. 
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New York 





W. R. HEARST. 








The new rate card of the New York JourNAL has 
just been issued and goes into effect January 15, 1898. 

The price has been advanced in the EveNING 
JourNAL from 25 cents to 30 cents per agate line. 

The price remains the same for the morning edition. 

The price has been advanced in the Sunpbay 
JourNAL (main sheet) from 40 cents to 45 cents per 
agate line and in the Sunday Supplements from 35 
cents to 40 cents per agate line. 

The extra charges for position remain the same. 

The conditions governing display and broken 
columns remain the same. 

The scale of discounts for Space or Time start at 
2% per cent and grade on the 2% per cent scale up to 
20 per cent, which is the maximum discount. 

The card of rates is so plain and so free from com- 
plications that advertising agents or advertisers will 
find no difficulty in determining what to do in any of 
the editions of the 


New York urn al 


Advertising agents and advertisers will find the 
new rate card very unique, totally unlike any other 
rate card ever issued by any publication in this 
country. They will find it representing the JouRNAL’s 
motto: 


* Action Not Talk.” 


























